CHICAGO] 


PUBLISHED 
WEEKLY at 537 
S. DEARBORN ST. 
HAR. 7504 
_———— 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Entered as second-class matter Jan. 9, 1932, at the postoffice at Chicago, Ill., under the act of March 3, 1879. 


NEW YORK 


GRAYBAR 
BUILDING, 420 
LEXINGTON AY. 


MO. 4-1572 


Vol. 3, No. 51 


DECEMBER 24, 1932 


5 Cents a Copy, $1 a Year 


Rough Proofs 


“Impertinent But Important.” 
If important, why not pertinent? 


“Extra dividend declared by Amer- 
ican Snuff.” 
That’s a result not to be sneezed 
at, but with. 


i 


One of the current best sellers, 
it is reported in the book trade, is 
the Bible. Just wait until the movie 
producers hear about this. 


vg¥peey? 


A. M. Sullivan, who wrote “Elbows 
of the Wind,” says poets can so write 
advertising copy, and offers as sup- 
porting evidence the names of Joyce 
Kilmer, James Rorty, Margaret Fish- 
back and A. M. Sullivan. Any impli- 
cation that Poet Sullivan isn’t a good 
advertising man is hereby with- 
drawn. 

vvy 


“For generations, children have 
been thrilled by toys from Field’s.” 
But Santa Claus invariably got the 
credit. 
vvy 


Kenneth Collins, who has been 
talking about entering the agency 
business, has changed his mind and 
is returning to the retail field. From 
now on Gimbel’s will not be under- 
sold. 

vgv¥#peyv 


“Ford Factory Puts Spurs to Inert 
Dealers.” ADVERTISING AGE. 

A perfect example of mixing meta- 
phors from the days of the cavaliers 
with the products of the machine 
age. 

+. 


When Mr. Ford got ready to “put 
spurs” to his retailers, the advice 
he gave was something like this: 
“Boys, you’ll have to step on the 
gas! ” 

~ 3 F 


The market represented by the 
hard of hearing is estimated at from 
2,000,000 to 15,000,000. The smaller 
number is in effect at times when 
the conversation consists of “What’ll 
you have?” 

, & F 


F. H. J. culls this joke from the 
Pathfinder by way of suggestion to 
pharmaceutical manufacturers who 
expect the names of their products 
to be remembered: 

Professor—I would like a prepara- 
tion of phenylisothiosyanate. 

Drug Clerk—Do you mean mustard 
oil? 

Professor—Yes, I can never think 
of that name. 


, F F¥ 


Perfumed hair will be established 
as a fashion if Coty has its way. It 
ought to be easy—writers have been 
selling the public for years on the 
idea that the beautiful heroine in- 
variably has perfumed tresses. 


, FF? 


The automobile advertisers are try- 
ing desperately to keep the facts 
about their new cars a secret, but 
sooner or later some careless copy- 
writer is going to let the cat out of 
the bag. 

7, FF ¥ 


It is now contended by the A. S. 
M. E.’s engineers that reclaimed 
motor oil is better than new. Is it 
Possible that the gyps the advertise- 
ments have been warning us of are 
going to turn out to be public bene- 
factors in disguise? 

Copy Cus. 


ACTION RATHER 
THAN BEAUTY IS 
COPY MAN’S GOAL 


Experts Discuss Funk’s 
Choice of Words 


New York, Dec. 22.—Judging by 
the flood of comment, Wilfred J. 
Funk, president of Funk & Wagnalls 
Company, publishers of The Literary 
Digest, other magazines, dictionaries 
and books, started a new educational 
pastime when he said the ten most 
beautiful words in the English lan- 
guage are “dawn, hush, lullaby, mur- 
muring, tranquil, mist, luminous, 
chimes, golden, melody.” 

There is wide difference of opin- 
ion among advertising men as to the 
most beautiful words, a canvass of 
prominent agency executives remain- 
ing in town at the beginning of the 
holidays revealed. None was willing 
to accept Mr. Funk’s list without 
change, but all pleaded for time to 
make their own selections. 

Of those reached, only Sidney Gar- 
field, vice-president, Hirshon-Garfield, 
Inc., was ready with his ten favor- 
ites, but the subject drew interesting 
comment from Frank H. Vizetelly, 
Litt.D., LL.D., the lexicographer; 
Clarence Stone, copy chief of Dor- 
rance, Sullivan & Co., and Arthur 
Freeman, vice-president of the Jo- 
seph Katz Company. 

Jumping to a conclusion, the pub- 
lic explained Mr. Funk’s interest as 
due to the fact that he is a writing 
man, the author of best sellers, such 
as his latest book of light verse, 
“Light Lines and Dears.” The truth 
is that his study of words is based 
primarily on the very practical busi- 
ness of advertising. He is a veteran 
copywriter, having directed his firm’s 
appropriation of well over a million 
annually for many years. 


High Cost of Words 


He has been more interested than 
ever in the intrinsic values of words 
since postage rates were increased, at 
which time he began an investiga- 
tion of means to make third class 
postal advertising matter as effec- 
tive as first class mail. Analysis 
pointed to the envelope slogan or 
legend as the most important single 
factor, and he learned by experiment 
that the wording of this message 
made amazing differences in the re- 
turns. 

An interesting discovery in this 
connection is that it is ruinous to 
use “free,” while the same copy, with 
deletion of this word the only 
change, gave good results. The fact 
that the word once possessed magic 
properties for advertisers has led 
Mr. Funk to scrutinize his copy more 
closely than ever. 

“My selection of the ten most beau- 
tiful words was based on beauty of 
definition and sound,” Mr. Funk told 
ADVERTISING AGE, “The fact that this 
point was not made clear has pro- 
voked criticism which indicates that 
there may be more general interest 
in powerful words. 

“My list contains only nouns and 
adjectives. Advertising men use 
words to get action, and are prob- 
ably more interested in verbs. Thun- 
der, crush, shriek, rip, slash, starve, 
blast, strangle, ram and scorch are 
strong verbs, but not the strongest. 
Powerful words are chiefly unpleas- 


(Continued on Page 12) 


“Buy American’ Wave 


Gains in 


Intensity; 


National Action Seen 


Chicago, Dec. 


can!” 


This appeal to national pride and 
self-respect ran like a flash of pow- 
der from coast to coast this week, 
being fed by a sensational campaign 
by The Fair, Chicago department 
store, of which D. F. Kelly, past- 
president of the National Retail Dry 
Goods Association, is president. 

Mr. Kelly has provided the N. R. 
D. G. A. with complete information 
about the campaign and its object, 
and it is likely that members of the 
association will spread the new war- 
cry in their respective cities. 

Meanwhile formal organization of 
the Made in America Club, Inc., was 
completed in Chicago at a meeting 
today. C. I. Johnson, vice-president 
and general manager of the Nestor 
Johnson Manufacturing Company, is 
the originator of this plan and has 
been elected chairman of the ad- 
visory committee of 100 manufac- 
turers. 

James. W. Clark; A. C. Becken 
Company, wholesale jewelers, is 
president; Guy V. Dickinson, Elgin 
National Watch Company, secretary- 
treasurer, and B. Mathias, Mathias 
Klein & Son, tools, chairman of the 
advisory committee. 


22.—“Buy Ameri- 


Two Have No Connection 


There is no connection between 
the campaign of The Fair and that 
of the Made in America Club, which 
has established headquarters in the 
Pure Oil Building. ; 

The club made the’ thought-pro- 
voking assertion that the plague of 
foreign-made goods even descended 
on American firesides at Christmas. 

“It is estimated that of the 60,- 
000,000 Christmas tree lamps sold 
this year,” ran the statement, “no 
fewer than 48,000,000 were made in 
Japan at a labor cost of two cents 
an hour. The loss to Americans in 
direct wages is about $2,300,000, with 
further -losses to suppliers of raw 
materials.” 

The Wednesday full page of The 
Fair, climaxing a campaign of 
smaller space, created such profound 
interest that some believe it is the 
spark which will be fanned into a 
conflagration of patriotism, ending 
or at least mitigating the depression. 

Americans, this reasoning goes, 


CLUB'S INSIGNIA 


As part of the —— of Made in 


America Club, Chicago, license 
plates, windshield stickers and other 
material will be distributed. 


are weary of taking it on the chin 
and are eager to fight back. The 
“Buy American” campaign gives 
them something concrete on which 
to vent the pent-up resentment of 
many months. 


Expect Nation-Wide Effort 


Mr. Kelly said he is in constant 
touch with headquarters and the 
Boston chief of the National Retail 
Dry Goods Association. He expects 
the campaign to be waged in every 
city where there is a member of the 
N..R..D. G A. 

E. L. Ellis, advertising manager 
of The Fair, said the campaign was 
started in all sincerity—‘“not as a 
grandstand play.” 

“Nevertheless we were surprised 
by the reaction,” said he. “Adver- 
tising men came in to say that our 
picture of Uncle Sam wasn’t so hot 
and they would be glad to provide 
a better one without charge. Manu- 
facturers of buttons and shields have 
proffered their services. 

“But we are selling an idea and 
once we get that idea over to the 
public, there will be no need of any 
emblems.” 

A later advertisement recalled the 
days of 1917-18 vividly with a cap- 
tion, “Keep the home fires burning.” 
But the home fires, as depicted in 
this instance, were the smokestacks 
of factory chimneys. 

The Wednesday page of The Fair 

(Continued on Page 12) 


Last Minute News Flashes 


“Buy American” Fever Hits Rhode Island 


Providence, R. I., Dec. 23.—Electrical League of Rhode Island has 
launched a newspaper campaign urging purchases of American-made prod- 


ucts. 


“Foreign lamps often give 25 per cent less light than American, 


while consuming more electricity than that at which they are rated,” 


said one advertisement. 
ing, Providence. 


Headquarters are in the Industrial Trust Build- 


Canada Dry Invades Carbonated Water Field 


New York, Dec. 23.—Canada Dry Ginger Ale, Inc., has started manu- 


facture and distribution of carbonated water. 


It will be sold only in 


sparkling bottles, and the user will pay for contents only, as in the case 


of Canada Dry ginger ale. 


Reynolds Denies Cigarette Price Cut 
New York, Dec. 23.—S. Clay Williams, president, Reynolds Tobacco 
Company, has denied knowledge of any plan to reduce the wholesale price 
of cigarettes to allow sale of the company’s present 15-cent brand for ten 


cents a package. 


PONTIAC EIGHT 
ENTERS LOWER 
PRICE CAR WAR 


Intense Drive on Market 
Starts Next Week 


Detroit, Mich., Dec. 22.—With the 
announcement that “there is a new 
car in the low price field—a big 
straight 8,” General Motors, Dec. 27, 
will move Pontiac into the front 
line of its advertising attack for 
1933. 


Fifteen hundred newspapers, the 
evening of the 27th and morning of 
the 28th, will carry copy heralding 
the new car. Saturday Evening Post, 
on the 27th, will carry two pages in 
four colors, and Literary Digest and 
Collier’s, later in the week, will also 
carry spreads. 


A radio series, employing the larg- 
est national hook-up ever used for 
a regular commercial broadcast, ac- 
cording to Pontiac, will get under 
way over the Columbia system, Dec. 
28, with a gala program featuring 
the comedy team of Stoopnagle & 
Budd. Sixty-four stations will par- 
ticipate. 

Posters in 4,500 outdoor locations, 
carrying “product,” all type copy, 
will appear Jan. 1. ‘ 


“Only One You'll Want” 


Capitalizing the idea that a full 
sized car at a “low price” (not yet 
revealed) is startling, announcement 
copy will declare: 

“You won’t believe it till you see 
it—and then you won’t fully realize 
it till you drive it! But when you 
drive it—you’ll know that this new 
Pontiac Straight 8 is the only low 
priced car you’ll ever be satisfied to 
own! 

“The new Pontiac is not just a 
‘full-sized’ car—it’s a BIG car—115- 
inch wheelbase. Not ‘like’ an Eight 
or ‘smooth as’ an Eight—it IS an 
Eight—a big Straight 8.” 

Under the slogan, “Look! Drive! 
Compare!” introductory copy will in- 
clude a chart, with itemized mechan- 
ical, body and price features of Pon- 
tiac, which the reader will be asked 
to check against those in “cars num- 
ber one, two and three.” 


Steals Chrysler Thunder 


With Walter P. Chrysler’s Ply- 
mouth advertising urging prospects 
to “look at all three,” General Motors 
will use Pontiac to counter in kind. 

“Try all the low-priced cars,’ first 
copy will challenge. “Use the simple 
chart—as your guide to Value—and 
choose the one that gives you most 
for your money—General Motors’ 
new Straight 8—Pontiac!” 

Prospects for a fight in the low 
price field even more bitter than last 
year’s three-cornered match seem im- 
minent, with the new Pontiac pric- 
ing, and the promised appearance of 
new cars from previously unrepre- 
sented manufacturers. 


Magazines on Schedule 


Pontiac will be featured as “dis- 
tinctly a style car,” with emphasis 
on streamlining, which copy will 
claim makes the model look “as fast 
as it really is.” Economy and the 
Fisher individual ventilation system 
will also be given prominence in 
space. 

The announcement schedule will 
be supplemented after the campaign 
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ADVERTISING AGE 


December 24, 1932 


gets under way, with the addition of 
Time and Liberty at auto show time; 
American Magazine, Cosmopolitan, 
Red Book, Forbes’, Popular Mechan- 
ics and Popular Science, starting 
with February issues, and Successful 
Farming and Capper’s Farmer in 
March. 

In the trade publication field, 
Motor, Automobile Trade Journal, 
Automotive Topics and Automotive 
Daily News will be used, starting in 
January; in addition Southern Auto- 
motive Journal and Motor West will 
carry copy during the announcement 
period. 

An extensive direct mail program 
will be launched in the spring, tieing 
in with a new outdoor campaign, 
pictorial in character. An effort will 
be made to emulate the success of 
the 1932 prize-winning poster, “It’s 
Spring—Get a Pontiac.” 

The new car drive got under way 
Dec. 19, with the appearance of pre- 
announcement window posters in 
dealer showrooms. 


Dealers Join the Fighting 


The next day a color post-card 
portraying the new model against a 
residence background was dispatched, 
over the signature of W. A. Blees, 
general sales manager, Buick-Olds- 
Pontiac Sales Company, to all Pon- 
tiac owners. This was followed with 
dealers’ letters to prospects, timed 


The new Pontiac straight eight, which will start a major assault on the 


automobile-conscious public next week. 


to arrive approximately a week be- 
fore the general presentation invit- 
ing them to “pre-showings.” 

Dec. 26 and 27, one-minute spot 
radio announcements, used on a na- 
tional scale, will pepper the teaser, 
“Watch for Pontiac—the Economy 


Straight Eight,” 
homes. 

On announcement day, a four-page 
full-size newspaper “extra,” the “Pon- 
tiac News,” will be distributed by 
newsboys in the vicinities of show- 
rooms. 


into millions of 


Dealers were apprized of the exact 
plans and progress of the campaign 
by means of a “calendar” booklet, 
“10 Days That Will Make History 
in the Low Price Field,” chronologi- 
cally outlining the presentation 
story. Instructions for local adver- 
tising and publicity that would tie- 
in with the national campaign were 
included. 

Campbell-Ewald Company, Detroit, 
is the Pontiac agency. 


Platte Replaces Hyde 
in Name of Agency 


Anderson, Davis & Hyde, New 
York advertising agency, will be- 
come Anderson, Davis & Platte, 
Jan. 1. 


Hugh Donnell, formerly with Cal- 
kins & Holden, Inc., New York, has 
joined the agency as art director. 


“Singin’ Sam” Re-hired 


The Barbasol Company, Indianap- 
olis, has contracted for a continua- 
tion of Singin’ Sam’s three broad- 
casts a week over the WABC-Colum- 
bia network through 1933. The com- 
pany has sponsored the program two 
years without a break. 


“Journal” Cuts Rates 


Plumbing and Heating Trade Jour- 
nal has announced a reduction in 
rates to $200 per page on annual con- 
em, effective with the January 
ssue. 


Near the Center 
of the Dial 


e Perfume 
e Soft Drink 
e Shoes 
e Dog Food 


Prospective users of time on WLW — “the Nation’s Station” — 
place an unusually high valuation upon the preliminary market sur- 
veys made by the WLW Field Merchandising Service. For example: 


1 — Nationally known perfume manufacturer. Survey covered chain 
and wholesale druggists in four states. Purpose: to help agency in 
creating merchandising plan for advertiser. 


2— One of the largest and most popular soft drinks. Nearly 200 
personal calls made on dealers. Object: to help manufacturer deter- 
mine current situation in middle west. 


3— Special brand of children’s shoes. Every large and medium 
sized department store merchandise manager and children’s shoe 
buyer contacted in four states. Three weeks’ work on the part of 
three WLW field men. 


4 — New dog food. 150 personal calls on grocers and pet stores. 
Information obtained led to creation of unusual radio program idea. 


WLW Field Merchandising is done by a group of highly trained and 
successful salesmen. They are at the service of advertising agencies 
and prospective advertisers. They will make preliminary market sur- 
veys — discover competitive conditions in the primary WLW terri- 
tory — they will contact both retailers and jobbers — carry samples 
— actually help make sales. F 


Full information concerning this service is available to any advertiser 
or advertising agency. 


Near the Center 
of Population 


THE CROSLEY RADIO CORPORATION 


POWEL CROSLEY, Jr., President 


CINCINNATI 


LARGER MARKET 
SOUGHT IN NEW 
PHILCO DRIVE 


New York, Dec. 22.—Philco’s cur. 
rent advertisement praising a spon- 
sored program, La Palina’s Kate 
Smith, ana RCA Victor copy in this 
month’s Fortune stressing the cul- 
tural importance of radio to parents, 
are said to mark the beginning of 
the two principal trends in a new 
era of radio merchandising, which 
will be featured by concerted en- 
deavor on the part of manufacturers 
to enlarge the market and less em- 
phasis on competitive efforts. 

The Philco copy is the type in be- 
half of which the radio associations 
have been agitating for several years 
with the ultimate object of enrolling 
set manufacturers, stations and 
allied interests in a huge coopera- 
tive campaign designed to create 
more interest in radio programs and 
convince consumers that the cost of 
the very best set is trivial compared 
to the value of the entertainment 
and education it affords. 

The advertisement is dominated 
by a photograph of Miss Smith at 
work, captioned, “Hello everybody! 
This is Kate Smith.” Copy reads in 
part: 

“Meet the Songbird of the South 
as if ‘in person’ through Philco. 
‘The Songbird of the South and her 
Suwanee music’—sure of a hearty 
welcome everywhere every time she 
is on the air. Kate Smith—sweet 
singer of songs to ‘shut-ins’ old and 
young—beloved ‘pal’ to a host of dis- 
abled veterans—melodic friend to all 
the world. 


“A Tender Message” 


“When the moon comes over the 
mountain’—let the star of the La 
Palina program shine at her bright- 
est through the perfection of Philco’s 
reproduction. Catch every inflection 
of her voice—every word of a softly 
tender message to:some child in a 
hospital bed—those personal touches 
which have made her radio’s great- 
est spreader of good cheer and win- 
ner of good will.” 

Particularly from the standpoint of 
individual effort, the cultural copy 
addressed by RCA Victor to parents 
of young children is pointed to asa 
most important trend. This type of 
advertising proved the most effective 
for the Victrola when wildcat days 
were over in the phonograph busi- 
ness, as well as for the sustained 
effort of Steinway. 

The Fortune advertisement, which 
will be followed up for the time 
being with a small campaign in this 
and other magazines on RCA Victor 
sets, is illustrated with the portrait 
of a talented-appearing youngster of 
six or seven. Headlines urge: 

“Give her these treasures. Let 
your child grow up with the glorious 
heritage of the world’s finest music 
. . . heard through an RCA Vic- 
tor Radio-phonograph. 

“You give love to your children 
all your life,” the text continues. “A 
home tender care through 
baby days. You want, also, to give 
them the advantage of a finer edu- 
cation. 

“But .. many parents ovel- 
look completely one phase during 
growing-up days. That is the herit- 
age of music which is every child’s 
birthright. A owledge of those 
fine, beautiful things musical 
a knowledge that teaches poise, 
graciousness, appreciation.” 

As a part of its renewed juvenile- 
cultural program, the RCA Victor 
Company has designed a_ unique 
playroom or nursery radio for the 
small child’s very own. It is lac- 
quered in cream and blue and deco- 
rated with brightly colored motifs 
from the standard nursery tales. 

While the company has led for 
many years in the production of 
phonograph records for children, 
sales took fresh impetus recently 
from the introduction of de luxe 
records, made of a translucent mate 
rial with brilliantly colored pictures 
on the records themselves. 
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KROGER COOKING 
SCHOOL BUILDS 
CHAIN'S SALES 


Three - Day Sessions Held 
in 50 Cities 


(Picture on Page 16) 

Cincinnati, O., Dec. 22.—Two years 
ago Kroger Grocery and Baking Com- 
pany, operating 5,000 retail food 
stores throughout the middle west, 
organized the Kroger Food Founda- 
tion, “to insure the finding of the 
better way of growing, packing, dis- 
tributing and cooking better foods— 
through the testing, analysis and 
study of foods from their source to 
your table.” 

Now the activities of this Founda- 
tion, which include the operation of 
laboratories, the establishment of 
fellowships in colleges and universi- 
ties, and the publication of many 
helpful books on food and cooking 
problems, have been extended to in- 
clude a _ traveling cooking school 
which will cover approximately 50 
cities, bringing the story of the Foun- 
dation to women in the company’s 
selling territory. 

The cooking school, which is one 
of the first to be conducted on a 
“traveling” basis by a retail chain, 
leaves little to be desired as an in- 
stitutional merchandising project. 


Cooperate With Daily 


The school is staged in each city 
with the cooperation of one of the 
daily papers, in which a series of 
teaser advertisements featuring the 
three sessions, which are held on 
Wednesday, Thursday and Friday, 
and inviting women to attend, are 
tun during the week before the 
school opens. 

A meeting of all Kroger store per- 
sonnel in the market area covered 
by the school is held in the audito- 
rium in which the school will be 
staged, at which the merchandising 
possibilities of the school are ex- 
plained so that local stores will tie 
up with the event most effectively, 
both while the school is in progress 
and after it has left the city. 

On Tuesday of cooking school 
week, a ten-page cooking school sup 
plement appears in the cooperating 
daily. News stories feature the 
school, the activities of the Kroger 
Food Foundation, prominent local 
women’s club officials who cooperate, 
etc. While Kroger uses liberal space 
in the supplement to advertise its 
own products and special prices in 
its stores, the bulk of the advertis- 
ing in the special supplement is of 
nationally advertised products en- 
dorsed by the Kroger Food Founda- 
tion. 


Many National Advertisers 


One typical supplement contains 
advertisements for Kraft Mayon- 
naise, Bisquick, Baker’s Cocoa, Super 
Suds, Jell-O, Eagle Brand Condensed 
Milk, Comet Rice, A-1 Sauce, Mazola 
Oil, Kellogg’s All-Bran, Underwood 
Deviled Ham, Quaker Oats, Morton’s 
Salt, Swans Down Cake Flour, Calu- 
met Baking Powder, Drano, 1847 
Rogers Bros. silver, and Kelvinator 
electric refrigerator. 

The first session of the cooking 
school is devoted to “Styling Foods,” 
the second to “Economy of Foods,” 
and the last to “Inexpensive Enter- 
taining.” Nationally advertised equip- 
ment and foods are used almost ex- 
Clusively in the demonstrations. 

In addition to the actual cooking 
demonstrations, an important feature 
of the school is the Kroger Food 
Institute, or “Little World’s Fair of 
Foods.” This consists of a series of 
Plush draped booths erected in the 
lobby, in which items used in the 
lectures and demonstrations are dis- 
Dlayed. 

Scientific and historical research. 
done by companies whose products 
are used is shown in these booths. 
Special market displays, miniatures, 
wax models, laboratory experiments, 
exhibits from raw to finished prod- 


ucts, and similar displays are shown. 
Most of the material ordinarily can 
be seen only in the factory of the 
sponsor. 

One booth is always set aside for 
the use of women’s clubs. 

Additional interest in the sessions 
of the cooking school is created by 
daily gifts of food baskets and 
kitchen equipment, and grand prizes 
awarded at the close of the final 
session. The capital prize is a Kel- 
vinator refrigerator, and other prizes 
include an electric mixer and. juicer, 
a chest of 1847 Rogers Bros. silver- 
ware, and a piece of kitchen furni- 
ture made by the Hoosier Company. 


Stops Publication 


Game & Gossip, Los Angeles, class 
monthly, has discontinued publica- 
tion with the December issue. 


Coast Agency Adds to 
San Francisco Staff 


John Weiser, for several years ac- 
count executive in the northwest of- 
fice of Botsford, Constantine & Gard- 
ner, has been transferred to the 
San Francisco office, as a move in 
the expansion of the San Francisco 
staff. 

The Portland office of this agency 
has just released a newspaper and 
magazine campaign for States Steam- 
ship Company, featuring a new pas- 
senger service from Portland to the 
Orient with one cabin ships. 


Start Weekly Tabloid 


North End News, weekly tabloid, 
has begun publication in Bridgeport, 
Conn. Thomas W. Joyce is pub- 
lisher, Lewis M. Bernstein, editor. 
and William M. Crabbe, advertising 
manager. 


Pittsburgh Chapter of 
A. A. A. A. Organized 


Preliminary steps toward the or- 
ganization of a Pittsburgh chapter 
of American Association of Advertis- 
ing Agencies were taken at a recent 
meeting. 

A. P. Hill, A. P. Hill Company, 
was elected president; R. B. Mc- 
Daniel, Ketchum, MacLeod & Grove, 
secretary, and Ralph J. Failor, Bat- 
ten, Barton, Durstine & Osborn, 
treasurer. 


Urges Canning of Meats 


Kerr Glass Manufacturing Cor- 
poration has started a four-months 
campaign, through Rogers-Gano Ad- 
vertising Agency, Tulsa, Okla., urg- 
ing the home canning of meats, in 
farm publications, following a suc- 
cessful campaign during the summer 
on fruit and vegetable canning. 


Andrews Joins Evans 


Dalton M. Andrews, a member of 
the Chicago staff of Hardware Age 
for the past eight years, first as 
western editor and later as western 
manager, has joined Evans Associ- 
ates, Chicago, as vice-president and 
account executive. 


School to Advertise 


Holy Name Technical School, Chi- 
cago, offering home study courses in 
aviation, 


Phelps, Inc., Chicago. 
zines will be used. 


Linn Piper to O’Cedar 


Linn T. Piper has resigned from 
the staff of Roche, Williams & Cun- 
nyngham, Chicago, to join O’Cedar 
Corporation, Chicago, as assistant to 
the president. 
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163,147. 


163,147 represents a gain of 2,315 
over the net paid daily average for 
October and a gain of 20,636 over 


November, 1931. 


This new high record, by the way, 
was established without resorting 


N November, 1932, the St. Louis 
Star and Times set a new all- 
time circulation record for any 

one month in its history, by attain- 

ing a net paid daily average of 


to old-time tricks of the circula- 
tion trade — including cash prize 
contests of all kinds—which were 
utilized by newspapers to inflate 
circulation volume in years gone 


by, when advertisers did not ana- 


lyze quality of circulation, but 
merely bought quantity . 


. tricks that are still used by a 


few ; newspapers today whose circu- 


lation prestige is threatened by 
progressive competition. 


ST.LOUIS STAR“Times 


National Advertising Representative - - 


GEORGE A. McDEVITT CO. 
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The Spirit of Christmas 


Advertising men and women, who 
have done their part to make it a 
merry Christmas for the public, have 
a right to relax with the feeling that 
they have contributed in no small 
measure to the success of the holi- 
day. They have helped to make more 
people cheerful and happy, to stimu- 
late the real Christmas spirit of 
good-will and kindliness, and to 
arouse a general desire to share the 
good things of life, as well as to en- 
joy them selfishly. 

Advertisers who have successfully 
played the part of Santa Claus to 
young and old have more reasons 
than one to feel satisfied with their 
efforts. They have increased their 
sales, but at the same time they have 
provided good cheer and increased 
satisfaction for those who have re- 
ceived their products. They have 
sincerely carried out the spirit of 
Christmas by insuring the widest 
possible enjoyment of the worth- 
while goods and services which they 
offer. 

After all, isn’t good advertising a 
reflection of the Christmas spirit all 
the year ’round? The cynical insist 
that business exists only to make 
profits, and that advertising is em- 
ployed only to increase them. This 
is looking at business and advertis- 
ing from an exceedingly narrow 
viewpoint, for in the long run only 
those businesses survive which ren- 
der real service to the public, and 
to which profit is a necessary but 
incidental part of that service. 

Good advertising must make sales, 
of course, in order to justify the ex- 
penditures which it requires, but 


good advertising written only in the 
spirit of making money is seldom 
successful. The best advertising, as 
we all know from experience, is that 
which sincerely and enthusiastically 
and even unselfishly endeavors to 
serve those who can use to best ad- 
vantage the products or services ad- 
vertised. This is not impractical al- 
truism, but good business in the 
largest and most permanent sense. 

Most of the business troubles 
which are being reported today, and 
which have been the big news of 
1932, have had back of them an evi- 
dent desire to take advantage of the 
public, to practice financial chica- 
nery, and to deal unfairly with cus- 
tomers, creditors or stockholders. 
The businesses which have held their 
place in 1932, and which have re- 
flected in their advertising a desire 
to play fairly with everybody, have 
had little to explain or to apologize 
for. 

The practice of advertising as a 
service to the public, and hence, by 
necessity, a service to the advertiser, 
is based on the larger conception of 
business as more than making sales 
and recording profits. Business must 
have profits in order to live, and the 
business which sincerely serves its 
public is entitled to them and usu- 
ally receives them. Its advertising 
is at once a symbol of a policy and 
a courier of good-will. 

Advertisers who belong in that 
classification help to make the spirit 
of Christmas a reality, not once, but 
three hundred and sixty-five days a 
year. They are making this a better 
world to live in. 


The Most Beautiful Words 


An eminent lexicographer has se- 
lected the ten most beautiful words 
in the English language, and writers 
of advertising have found some of 
their old favorites in the list. The 
explanation which accompanied it 
called attention, however, to the fact 
that a word must sound beautiful as 
well as have a beautiful connotation 
in order to be included, and for that 
reason such words as “mother” have 
been omitted, because lacking true 
beauty of sound, however much they 
may appeal because of their mean- 
ing. 

Advertising appreciates and makes 
use of beautiful words, but beauty 
alone is not the most important 
quality which the vocabulary of the 
successful writer of advertisements 
must possess. It is rather suitability 
—the choice of the particular word 
or phrase which most exactly de- 
scribes the quality or effect offered 
by the product which he must be 


able to appreciate and to use with 
nice discrimination. 

The use of the right word— 
whether beautiful or not — carries 
with it the force of conviction, and 
it is the impact of dynamic ideas 
which creates customers, by winning 
quick recognition of latent need or 
desire. Even ugly words — like 
“drudgery,” for instance—carry a 
negative connotation which may help 
to promote a positive idea favorable 
to the use of that which eliminates 
physical hardship. 

Nothing is more fascinating to the 
writer than the study of words, no 
matter whether he is turning out an 
advertisement or the great American 
novel. But it would be a mistake for 
any writer, except perhaps a poet, 
to dwell too long over mere beauty 
in words. Power goes deeper than 
the surface, and word beauty, like 
that of persons, is after all, only 
skin deep. In advertising, handsome 
is as handsome does. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE, 


No. 453. Equivalent Markets. 

An interesting study by the New 
York Times of the buying power of 
the New York retail market with 
equivalent markets throughout the 
country, which presents the size of 
the New York market in graphic 
style. Also contains much data on 
Times circulation. 


No. 454. Automatic Merchandising. 


An extremely interesting presenta- 
tion of the place of this new sales aid 
in modern business. A well written 
and well printed survey of automatic 
sales equipment, its past history and 
future opportunities. Published by 
Mills Novelty Company. 


No. 449. Current Buying Indices of 
Magazine Readers. 


This booklet, detailing the results 
of a Percival White study of readers 
of nine leading women’s magazines, 
contains a wealth of material which 
should interest every advertiser. De- 
tailed tabulations indicate what ap- 
pliances each reader has, what types 
of groceries and what brands are pur- 
chased, how many members of the 
family are employed, what they do, 
and whether they are working part 
time or full time, etc. The study 
was made by personal interviews in 
17 cities scattered throughout the 
country, with the exception of the 
Pacific coast, with calls allocated so 
that five per cent of the total inter- 
views were made among class A 
homes and the same number among 
class D homes, with the remaining 
90 per cent equally divided between 
class B and C homes. A minimum 
of 500 interviews for any one of the 
nine papers studied was secured. 
Published by True Story Magazine. 


No. 439. Cold Facts About 96,000 
Electric Refrigerators to Be Sold 
in Iowa. 


Des Moines Register and Tribune 
wanted to know how many Iowa fami- 
lies had sufficient purchasing power 
to buy electric refrigeration now, and 
how many of these able-to-buy fami- 
lies desired electric refrigeration 
sufficiently to put them in the mar- 
ket. An investigator called on 361 
families living in wired, one-family 
dwellings in nine cities and towns in 
the state, developing the informa- 
tion that 78.4 per cent of the wired 
homes did not have electric refrig- 
eration, but that 50.1 per cent of 
these homes had the necessary pur- 
chasing power, and 32.1 per cent in- 
tend to buy this item as the next 
major electric appliance purchase. 
Projecting the survey to cover the 
398,191 wired homes in Iowa, it is 
deduced that at least 150,000 homes 
have the money to purchase electric 
refrigeration, and 96,000 families 
are actually in the market. 


No. 446. The Shadow of a Man. 


“There was once a Sacred Number, 
and its name was Highty-five,” this 
booklet by Redbook Magazine asserts, 
pointing out that advertisers once 
thought 85 per cent of all purchases 
were made by women. “Today, the 
Sacred Number is losing its punch. 
The true buying unit is The Family.” 
The attractive booklet contains re- 
productions of the current series of 
advertisements in advertising papers 
which Redbook Magazine has used to 
stress this point. 


Where It Is—How to Reach It. 


A booklet showing the location of 
industrial buying power in the 
United States by counties, based upon 
the U. S. Census of Manufactures, 
with maps and charts showing the 
locations of mill supply houses in 
relation to local industrial trading 
areas. Published by Mill Supplies, 
Chicago. 
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OVERDOING A GOOD SELLING JOB 


—The Red Barrel. 


Drugstore dramas—the customer who had all the comforts of home 
and didn't want to leave. 


This Depression 


Copy Hits the Spot 

To the Editor: The attached ad- 
vertisement which appeared locally 
in our Fresno Bee is in my opinion 
one of the finest examples of depres- 
sion advertising I have seen. The 
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dignity and sincerity of this copy 
cannot fail to impress the reader. 

I have no interest in sending it to 
you as I do not know either the 
jeweler or the man who prepared the 
advertising; however, I thought you 
might be interested. 


LEwIs RUSSELL, 
Advertising and Promotion De- 
partment, Sun-Maid Raisin 
Growers Association, Fresno, 
Cal. 
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Copy Cub Is Handed 


Some Razzberries 

To the Editor: In the front page 
column of your Dec. 17 issue under 
the heading “Rough Proofs” I note 
the paragraph, “Majestic has added 
another slogan, ‘The Treasure of 
Radio.’ Not so good; Rough Proofs 


Voice of the Advertiser 


offers this one without charge, etc.” 

The slogan you mention, “The 
Treasure of Radio,” has not been 
used by us; perhaps some dealer 
used it. The slogan we have used 
is simply this: “The Treasured Radio 
in Three and One-Half Million 
Homes.” 

Incidentally, the slogan Copy Cub 
offers, “Your Front-Row Seat at 
Every Radio Show,” has been used 
in copy by probably the majority of 
radio manufacturers, including our- 
selves. 

Earit L. HADLEY, 
Advertising Manager, Grigsby: 
Grunow Company, Chicago. 


7’ FT F 


Now Representatives 


Can’t Improve Minds 


To the Editor: In spite of the fact 
that the depression has been the best 
advertised product of 1932, it has 
had one annoying result which has 
not received attention. 


In the gay days of a few years 
back, the reception rooms of almost 
all agencies offered the waiting rep- 
resentative an unlimited choice of 
reading material. Whether he wanted 
to improve his mind, or merely while 
away the moments until it was his 
turn to see the space buyer, he could 
find the appropriate magazine. 

How times have changed. The 
boys and girls of the agencies must 
be spending more nights at home. 
And they take along all of the nice 
fresh magazines for their own delet 
tation. 

Result: All that is left for the 
representatives to ponder over is the 
August, 1931, issue of Retail Butch 
ers’ Advocate, or the “Southeastern 
High School Annual.” How can 4 
salesman improve his mind or his 
disposition with such periodicals? 

I, for one, feel something should 
be done about this. More entertail 
ment and instruction for reception 
rooms, say I. I should gladly sub 
scribe anything but money for the 
institution of a new order in which 
agencies will keep the current papers 
where the poor peddler can place his 
hands on them. 

REPRESENTATIVE, 
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This Is The Greatest Christmas 
This Nation Has Ever Known 


— stick, or even like Julian Huxley of Cambridge, month, and dig up by far the biggest percentage 
nd grandson ofanother great Huxley, it wasnone too of the money necessary to carry on? 
been certain that this foolish old world hadn’t botched uk Malin ce Y aay we ollie saa 
aler its affairs too badly ever to come back for many nd finally, why under this tremendous up- 
wei | centuries. heaval in our normal affairs were these millions 
ion ; ; ; of wage-earners willing to continue their buying 
So now that you have licked the job, with even habits to the very utmost of their capacity in order 
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= ; Both Capital and Labor had entered into a de- won. And that is why this Christmas, which heralds the 
e his finite commitment to work together. Both un- triumph of intelligence over ignorance, is the greatest 


We know now, by this time, that this nation will 
survive and that, therefore, this civilization itself 
will go on. 


Wealso know that our survival will be due tothe 
wisdom of acomparatively small handful of men 
whose names we have come to know through the 
news of their activities, and to possibly not more 
than a few thousand of you other far-sighted 
thinkers who have been making history even 
where you have not been making headlines. 


It is almost weird for us to realize that we 
who are living now will go down to posterity 
as the generation that stood at the turning point 
of history. And turned it right. 


To most of us, of course, the threatened break- 
down of a civilization has not meant very much. 
We went about our Christmas shopping as usual. 
The stores tell us that their Christmas trade was 
better than they expected. And the man on the 
street has very definite evidence of the fact that 
business is picking up. 


But to men of science, men, for example, like 
Breasted, the great Eg yptologist, with all the back- 
ground of all the past civilizations for his yard- 


derstood the deal. Both agreed to it. 


Then came the great world crisis, and sud- 
denly, without warning, these production 
forces of America and the consuming masses 
of America, capitalist and wage-earner, found 
themselves at the crossroads of destiny. 


Anything could have happened at that time. 
Every factory could have been converted into a 
fortress, every home turned into a barricade. 
The mob could have been sweeping the streets, 
and our whole civilization could have fallen 
like a house of cards. 


This is always what has happened before. The 
records of such times are many. Every civilization 
breaks down when the situation gets bad enough. 


Why didn’t it happen this time? 


Why did millions of men and women, when 
they got out of a job, go quietly back to their 
homes; and when they got out of food and fuel, go 
quietly to the organizations providing for them? 


Why, when you were setting up the machinery 
to take care of the millions of unemployed, were 
the thirty million wage-earners who were still 
employed willing to go down into their pay 
envelopes, week after week and month after 


Christmas this nation has ever known. 
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SEALED POWER 
TO DWELL ON 
SMOKE SPECTER 


Intensive Program to Sell 
Piston Rings Planned 


Muskegon, Mich., Dec. 22.—Drama- 
tizing “Smoke” as a terror personal- 
ity, Sealed Power Corporation will 
synchronize magazines, trade publi- 
cations, radio and direct mail during 
1933 into a sweeping campaign to 
sell piston rings. 

“Smoke,” endowed with the omin- 
ous appearance usually associated 
with the figure of death, first will 
hover over automobiles in a full page 


in the Saturday Evening Post, 
Jan. 7. 

“Slow Up,” “Smoke” will chal- 
lenge, “I’m One Backseat Driver 


You'll Obey.” 

The following day, over a nation- 
wide NBC hook-up, the “Voice of 
Smoke” will commence a series of 
Sunday afternoon _ broadcasts. 
Against a background of the “Sing- 
ing Cylinders” choir, the terror fig- 
ure will be cast in dialogue with a 
second personality, “Sealed Power.” 

“When you see Smoke, see your 
repairman,” will be the theme. 

On the same program Graham Mc- 
Namee will broadcast a running 
story of the New York Auto Show. 


Seek Repairmen’s Aid 


Grace & Holliday, Detroit, and 
John L. Wierengo & Staff, Grand 
Rapids, in charge of the campaign, 
are now enlisting repairmen as sales 
outlets with the mailing of eight-page 
color booklets to over 100,000 ga- 
rages, setting forth the story that 
radio and the Post will tell later. 

Repairmen are urged to “get on 
the bandwagon” and “go places with 
Sealed Power,” because the slogan, 
“See your repairman when you first 
see Smoke,” will make “America per- 
formance conscious.” 

Additional advances to the trade 
will be made with cover positions in 
Motor, Automobile Trade Journal, 
Automotive Industries, Motor Serv- 
ice, Jobber Topics, Fleet Owner and 
Southern Automobile Journal. 

This schedule, in addition to full 
pages in 8S. A. E. Journal and Diesel 
Power, will use straight mechanical 
and merchandising copy instead of 
the “scare” appeal. 


Urge Quick Action 


In later consumer copy, the figure 
of Smoke, snatching an automobile 
on the road, will point to a service 
station and order, “Pull Up Over 
There.” 

Explanatory copy will say: 

“Just a little smoke speaks with 
the same authority as clouds of it. 
That’s why it is wise to see your re- 
pairman when it first appears. Then, 
Sealed Power piston rings alone will 
keep you from paying for wasted 
oil, save you the embarrassing an- 
noyance of an increasingly obstinate, 
unruly engine. 

“You'll have to reseal your power 
sooner or later. If you wait, it will 
be a bigger job . . . probably requir- 
ing the complete Sealed Power as- 
sembly. So do it now. Go to one of 
the many thousands of progressive 
repair shops that use the Sealed 
Power Chart. It guarantees new car 
performance because it prescribes 
the correct Sealed Power set-up and 
enables the repairman to install it in 
your car with scientific accuracy.” 

The “complete assembly,” pistons 
and cylinder rings, will also be given 
space in copy. 

“Sealed Power,” as a trade name, 
was first introduced a year ago by 
the former Piston Ring Corporation. 
So successful were the results, that 
the name of the organization was 
soon changed to Sealed Power Corpo- 
ration. 


Findlay Papers Merge 

Effective Jan. 1, Findlay, O., Re- 
publican and Courier will merge as 
Republican Courier. 


John Paul Pennybaker of Underwood & Underwood, working with Sealed Power Corporation and its 
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GUARANTEED TO GIVE AUTOISTS THE JITTERS 


agencies, executed this gruesome figure of "Smoke" which will impress motorists with the value of 
perfect piston rings in pages in the "Saturday 


ening Post." 


Seminole Tissue 
Announces Child 


Picture Contest 


New York, Dec. 22.—Another con- 
test for adoring mothors has been 
started with the use of large news- 
paper space by Seminole Paper Com- 
pany, Seminole “Cotton Soft” Tissue, 
to announce prizes of $1,000 in cash 
and silver loving cups for the best 
photographs of children under 10 
years of age. 

Copy reveals that there are no let- 
ters to write, and no puzzles to solve. 
All that is necessary is to submit 
photographs of children under ten 
years of age. 

To insure itself against those who 
might be inclined to seek a prize 
without giving the company’s prod- 
uct a trial, each picture submitted 
must be accompanied by three labels 
from Seminole Tissue roles. En- 
trants are not restricted to one pho- 
tograph, but if they desire to enter 
more than one, they will have to 
provide themselves with three tissue 
labels for each photograph. 

The judges in the contest, which 
closes Jan. 15, are a distinguished 
group, headed by Mrs. Franklin D. 
Roosevelt, editor, Babies—Just 
Babies, who will be assisted by 
Lucile Patterson Marsh and McClel- 
land Barclay, noted artists. 


Public Utilities to Have 


“Better Copy” Contest 


Public Utilities Advertising Asso- 
ciation will conduct another “Better 
Copy” contest in which 1932 adver- 
tising will be judged, E. Frank 
Gardiner, Midland United Company, 
Chicago, and president of the asso- 
ciation, has announced. 

F. W. Crone, New York Edison 
Company, is chairman of the contest 
committee. Entries must be sub- 
mitted before Feb. 18, 1933. 


“House Beautiful” 
Reduces Its Rates 


House Beautiful, Boston, has an- 
nounced “reconstruction rates” aver- 
aging 45 per cent reductions from 
present card rates.to apply from Feb- 
ruary to September, 1933, inclusive. 

The January and February issues 
of this publication will be combined, 
and will appear Jan. 15. 


Viger Heads Bureau 


J. A. Viger, advertising manager, 
Troy, N. Y., Record, has been elected 
chairman of the retail merchants 
bureau of Troy Chamber of Com- 
merce. 


Forms Research Bureau 


Erwin Streever, formerly with Chi- 
cago Daily News, has formed Adver- 
tisers Research Bureau at 6 N. Michi- 
gan Ave., Chicago. 


DRUG CHAIN IN 
PLAN 10 SELL 
DISPLAY SPACE 


New York, Dec. 21.—One of the 
largest chain drug store organiza- 
tions in the country is studying a 
plan which will permit it to offer 
manufacturers a guaranteed spot dis- 
play service in its stores, the cur- 
rent issue of Drug Trade News re- 
ports. 

Under the system being studied, 
every display position in the interior 
and in the window of each store 
would be evaluated as to its atten- 
tion value, and the chain would be 
able to offer manufacturers choice 
positions in its windows or on open 
display counters in the store and 
guarantee that the display would ap- 
pear in spots with the same display 
value in every store, the publication 
says. 

In the windows, a group of panels 
would appear, each carrying the 
merchandise of one manufacturer, 
and each numbered so as to indicate 
to the store manager and the central 
office the position of that particular 
panel in the display. Panels would 
be interchangeable, so that contracts 
could be accepted from the same 
manufacturer for different positions 
at different periods. 


Similar Methods Used Inside 


Similar methods would be used in- 
side the store. With each spot in 
each store numbered according to 
its display value, manufacturers 
could contract for “number 1’ posi- 
tion, and get the best display loca- 
tion in each store, as indicated by 
the previous survey. Each _ store 
manager would be supplied with a 
complete chart of his store, enabl- 
ing him to place each display in its 
spot without difficulty. 

If the plan is adopted, it will 
probably also include division of the 
company’s stores into territorial 
groups. 


Plans Local “Give Away” 


J. M. Draper has’ announced 
plans for a miniature shopping news 
in New Orleans, to be given away by 
independent grocers and other mer- 
chants. The primary object will be 
to wage war on chain stores. 


Chesterfield Signs Stars 


Ruth Etting, Bing Crosby, Tom 
Howard, and other famous enter- 
tainers will feature the nightly 
Chesterfield broadcasts over’ the 
Columbia network during 1933, it has 
been announced. 


Chicago Group 
Now Leader in 
Cosmetic Sales 


Chicago, Dec. 22.—With appoint- 
ment of Blackett-Sample-Hummert, 
Inc., to handle all advertising, Affil- 
iated Products, Inc., Chicago, has 
announced an expansion of its pro- 
motion in 1933. 

Blackett-Sample-Hummert has 
been in charge of radio advertising 
heretofore. It will now place maga- 
zine and newspaper copy. E. Frank 
Hummert, vice-president of the 
agency, is also vice-president of 
Affiliated Products, Inc. 

Otis E. Glidden, president of the 
cosmetics organization, confessed, 
however, to a predilection for radio, 
which was the chief medium in 1932. 

Mr. Glidden said the group of com- 
panies operating under his direction 
now does the largest business of any 
in this country. The list includes 
Edna Wallace Hopper, Inc., Louis 
Philippe, Inc. (Angelus Rouge Incar- 
nat Lipsticks), Kissproof, Inc., Neet, 
Inc., and Jo-Cur, Inc. 

Mr. Glidden has resigned the presi- 
dency of American Home Products 
Company to devote all of his time 
to Affiliated Products, Inc., which he 
indicated, will acquire other com- 
panies in the proprietary field. 


Formulas for Design 


of Letterheads Shown 


Strathmore Paper Company, West 
Springfield, Mass., has issued a sam- 
ple book of Strathmore Script which 
contains four classic formulas for let- 
terhead design advocated by Everett 
Currier, well-known typographer. 

“The formulas are not formulas 
for designs,” Mr. Currie explains. 
“They are simply formulas applying 
already established designs to letter- 
heads.” 


Name Representatives 


Washington Court House, QO. 
Herald has named Devine-Tenney 
Corporation as national advertising 
representative; Fenger-Hall Com- 
pany has been named by Redland, 
Cal., Facts, and Yoakum, Tex., Times 
has named Texas’ Daily Press 
League. 


Jackson C ey Elects 


George W. Godwin was elected 
president of Jackson, Miss., Adver- 
tising Club at the annual meeting. 
Mrs. Ligon Smith Forbes was named 
vice-president, and James Fuller, 
secretary-treasurer. 


Is “Food Field Reporter” 


The name of Food Trade News, 
newly launched publication for the 
food field, published by Topics Pub- 
lishing Company, New York, has 
been changed to Food Field Reporter. 


PARKER CLEARS 
PATH FOR SALE 
OF NEW MODE 


Vacuum Filler Pen Is Ready 
for Market 


Janesville, Wis., Dec. 22.—Co-op. 
eration between the Parker Pep 
Company and its dealers so close as 
to be revolutionary in many of its 
aspects will clear out Duofold stocks 
in January in anticipation of intro. 
duction of a new Vacuum Filler pen 
a month or two later. 

The new pen will relieve dealers 
of a burden believed by many of 
them to have proved an incubus to 
the entire industry—the lengthy 
guarantee. While the majority of 
manufacturers do not share this 
view, Parker has decided to market 
the new Vacuum Filler without a 
guarantee other than that which the 
company’s reputation for quality 
merchandise implies. 

Dealers’ enthusiasm over _ this 
prospect has been heightened by the 
company’s generosity in helping 
them move present stocks, featured 
by the Duofold. While the company 
will continue to manufacture the 
guaranteed Duofold, it believes that 
the higher price Vacuum Filler will 
receive the bulk of dealer support. 
Hence it has developed ingenious 
plans designed to clear stocks. 

During January dealers will offer 
the public a Duofold Pen at the reg- 
ular price or somewhat less, plus a 
Duofold Pencil without charge. In- 
cidentally Parker is bringing out a 
new pencil as a running mate for 
the Vaccum Filler pen. 


Pencils Replaced Without Charge 


Pencil stocks will be replenished 
with the new model without any cost 
whatever to dealers. The latter have 
indicated their willingness to bear 
the advertising burden in local news- 
papers during the month. 

The new pen received a short test 
in a Chicago store, during which, 
without any advertising support, it 
is reported to have outsold all com- 
petitive brands. 

The new pen has many scintillat- 
ing talking points to its credit. It 
holds twice as much ink as old mod- 
els; it contains no rubber sac. It 
has a new type point of gold and 
platinum. Better still, it writes on 
both upper and lower sides, giving 
the user his choice of heavy, fine or 
intermediate chirography. 

In addition to all of this, the pen’s 
construction is patented—the first 
time this has been done, according 
to Blackett-Sample-Hummert, Ince, 
the Chicago agency in charge of mar 
keting. 


Is Made in Layers 


The Vacuum Filler pen is made of 
Permanite and the patented feature 
consists of building up layers so that 
they create thin stripes of black and 
pearl or some other combination of 
colors. Other pen manufacturers 
may paint stripes around their prod: 
ucts, it is asserted, but are barred 
from creating this effect by the 
method used by Parker. 

In spite of the company’s pride 
over construction of its new product, 
the thoughts of dealers recur to the 
guarantee feature. They assert that 
there has been little or no replace 
ment market for pens. The buyer 
has availed himself to the maxf!mum 
of guarantees. The pens come back 
to the dealer for repairs, but the 
user seldom returns for a new pel. 

While Parker, as indicated, will 
continue to sell a guaranteed pel, 
dealers are interested in the new 
model, minus this feature. They be- 
lieve the style element will drive the 
thought of guarantee out of buyers’ 
thoughts. 

Consumer advertising of the neW¥ 
pen will break in February or later. 


Starts Outdoer Company 


Co-operative Outdoor Advertising 
Ltd., has been started at 303 Or 
rheum Bldg., Vancouver, B. C. 
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Chicago Tribune Offices: Chicago, Tribune Tower; New York, 220 E. 42nd St.; Atlanta, 1825 Rhodes-Haverty Bldg.; 
Boston, 718 Chamber of Commerce Bldg.; San Francisco, 820 Kohl Bldg. 
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ADVERTISING AGE 


December 24, 1932 


BURLESQUE COPY 
IN HUMOR PAPER 
MAKES BIG HIT 


New York, Dec. 22.—After a year's 
trial of burlesque advertising, W. A. 
Taylor & Co. has adopted this type 
of copy permanently for Red Lion 
“cooking flavors.” 


The line has been distributed na- 
tionally for seven years, but was un- 
advertised until this year. Twelve 
black and white pages were used in 
Judge in 1932 with the result that 
sales increased over 100 per cent. 

“The campaign not only proves the 
power of advertising and the effec- 
tiveness of burlesque copy but indi- 
cates that the public is more familiar 
with the work of leading advertisers 
that one would think,” commented 
M. P. Martin, sales manager. Our 
advertisements could not be fully ap- 
preciated unless the reader was 
familiar with the advertisements we 
burlesqued.” 

Public interest to a high degree 
was manifest with the appearance of 
the first advertisement. So many 
congratulatory letters were received 
by the time the second was pub- 
lished that subsequent insertions car- 
ried a footnote offering a booklet of 
the year’s series in return for the 
name of the reader’s grocer. Sev- 
eral thousand requests were received 
during the year. 


Product Mentioned Incidentally 


To make the test of the copy style 
conclusive, mention of the product 
was excluded from the headlines and 
the first portion of the text. It was 
always introduced indirectly through 
the subject of economy, usually 
about halfway through the advertise- 
ment. In all cases the product was 
missing from the principal illustra- 
tion and in others it was not pic- 
tured at all. These devices were 
used deliberately to make it almost 


BELIEVE IT OR NOT, THIS IS GOING TO BE SERIOUS 


Typical burlesque illustration which has helped boost the sales of Red Lion flavors 100 per cent. 


impossible to know what was being 
advertised without studying the copy. 

The advertisement which drew the 
most requests for the booklet indi- 
cated that the public is most wearied 
of copy capitalizing on scientific dis- 
coveries. It is illustrated with a 
scene in a clinic as a number of 
pseudo surgeons examine a terrier, 
who shows complete indifference to 
the proceeding. 

The advertisement is headed, 
“‘Jumpy Nerves, Hallucinations, 
Athlete’s Head—these are all symp- 
toms of P. B. (Poor Beverages)’— 
says Dr. Glasswasser.” Copy con- 
tinues: 


A Famous Medico Speaks 


“Tf you have black spots before 
the eyes, listlessness, hardening of 
the arteries—if you have fallen 
arches and are nervous in the prfes- 
ence of burglars—the chances are 


The records of The Bradstreet 
Company show that the trend 
of business is definitely upward. 


Farseeing executives will make 
their plans now to profit by the 
turning tide of better business. 


Can you think of a better ad- 
vertising medium to reach the 
men who control the purse 
strings than the publication that 
numbersamongitsreaders the high- 
est percentage of key executives? 


. 
Published by 


The Bradstreet Company 


Since 1849 America’s Leading Credit Rating Bureau 


148 Lafayette Street, New York 


Midwestern Advertising Representatives 
BLANCHARD-NICHOLS-COLEMAN & JOHNSTON 
Palmolive Building, Chicago 
Pacific Coast 
WARWICK S. CARPENTER 
29 East De La Guerra Street, Santa Barbara, Calif 


that you have been exposed to the 
rigors—nay the perils—of Poor 
Beverages.’ 

“These golden polysyllables sprang 
full born from the mouth of the most 
famous veterinarian on 81st Street 
between Second and Third Avenues, 
Dr. Michael Glasswasser (Miss East 
81st Street, Atlantic City, 1928). He 
continues: 


“*To overcome these ills, W. A. 
Taylor and Company has given us 
—Red Lion Flavors. 

“‘*Red Lion Flavors are not bever- 
ages—they are flavors, oddly enough. 
Yet they give astonishingly authentic 
results. Time and again on errands 
of mercy to my little four footed 
patients I have noticed that the 
masters and mistresses in Red Lion 
households were kindlier, friendlier, 
mellower. For years I have said to 
my confreres, “Show mea Red Lion 
household and I'll show you a con- 
tented cat.’” At this point the ad- 
vertiser adds his own comment on 
the product in the same vein. 


Other well known campaigns were 
burlesqued with advertisements 
headed, “Science proves that a bal- 
anced flavor is necessary to meet 
present day unbalanced conditions.” 
“Sleep tight and dreamlessly at dull 
parties. Here is an easy way out of 
confining hospitality.” “Down from 
Canada cames tales of a marvelous 
mouth wash.” “Buy three yards of 
galvanized iron fence with what you 
save.” “She laughs at birthdays— 
and birthdays laugh right back at 
her.” 

Increases Appropriation 


With an increased appropriation 
for 1933, the campaign will be ex- 
tended to Life, Time, The New 
Yorker and Vanity Fair, but the size 
of space will be cut down to sixth 
and third pages. As outstanding ad- 
vertisements cannot be burlesqued in 
space of this size, it was decided to 
take-off on sensational news items, 
using the conventional news format. 
A sample of the new copy reads in 
part: 

“Divorces Bride on Wedding Night. 
Pals Laud Groom Who Rebels at 
Life of Extravagance. 


“Stung to Scotch fury by first 
wedded words of bride, ‘Sweetie pie, 
call up Joe at Circle O-1234 and ask 
him to send up a case of g—n,’ Nel- 
son M. Kroitz last night instantly 
ordered lawyer-best man to file di- 
vorce papers. Kroitz, wealthy young 
clubman, said today in exclusive in- 
terview, ‘If Sadie doesn’t know 
there’s a depression and that nowa- 
days people don’t buy pre-mixed pro- 
visions then our love pact is better 
broken. I plan to provide for her 
by an outright settlement of a dozen 
bottles of Red Lion Flavor.’ 

“Kroitz’ outburst, it was later 
learned, was caused by the fact that 
Red Lion Flavor cuts the cost of 
hospitality squarely in half. It is 
reported by W. A. Taylor & Co., 
12 Vestry St., N. Y., distributors of 
Red Lion Flavor, that one bottle 
flavors a gallon and that they can 


be bought at good grocery and drug 
stores.” 

Frederick Anderson, of Richard- 
son, Alley & Richards, author of the 
copy, says he sees no reason why 
burlesque or robustly humorous ad- 
vertising cannot be used advantag- 
eously for any product not innately 
dignified or serious. “Naturally, it 
wouldn’t do for products such as 
bread or automobiles,” he said. 


Marketing in 
Depression Is 
Topic of Meet 


Dayton, O., Dec. 22.—Leaders in 
marketing thought and action from 
all parts of the country will assemble 
in the School House of National 
Cash Register Company here, Dec. 
27-28, on call of the American Mar- 
keting Society, to discuss marketing 
problems in business recovery. 

The two-day session, of which 
Robert L. Lund, vice-president and 
general manager, Lambert Phar- 
macal Company, will serve as gen- 
eral chairman, will be devoted almost 
entirely to a series of symposiums, 
giving opportunity for a free ex- 
change of views. 

The first of these will consider the 
nature of the present business prob- 
lem and what is needed for recovery. 
The second symposium will bring out 
plans which have helped various 
types of marketing organizations to 
sell at a profit under present condi- 
tions, while policies of marketing 
and management which are sound 
today, will feature another session, 
and the final symposium will dis- 
cuss how best to apply these policies 
to specific problems. 

The conference will feature the an- 
nual address of Paul T. Cherington, 
president of the society, and speeches 
by a number of prominent advertis- 
ing and marketing executives. 

Many of those attending the ses- 
sions are expected to journey to Cin- 
cinnati after the meetings, for the 
annual sessions of National Associa- 
tion of Teachers of Marketing and 
Advertising, which will be held there 
later in the week. 


Chrysler Send Parts 
By Air Express 

Arrangements have been completed 
for shipping replacement parts for 
various Chrysler cars by General Air 
Express, J. L. Kenyon, vice-president 
and general manager, Chrysler Mo- 
tors Parts Corporation, has an- 
nounced. 

Postal Telegraph Company acts as 
the ground handling organization, 
making special pick-ups and immedi- 
ate delivery to dealers. 


Lowell Publisher Dead 


John H. Harrington, publisher of 
Lowell, Mass., Sun, died Dec. 22 after 
a lingering illness. He was 78 years 
old. 


HARDWARE STORE 
PRICING POLICIES 
ARE QUESTIONED 


New York, Dec. 22.—The whole 
subject of retail pricing policy is 
opened up in a frank advertisement 
of The George Worthington Company, 
Cleveland, in the current issue of 
Hardware Age, which suggests lower 
mark-ups might prove extremely 
beneficial to the hardware retailer, 

Under the caption, “Is the Hard- 
ware Store High Priced?” the com- 
pany asks: 

“Are too many dealers losing sales 
by insisting on high mark-ups when 
lower prices plus increased turn-over 
would produce greater profits? 

“Here we are lying awake nights 
thinking up ways and means of put- 
ting our customers in position to 
meet every kind of competition they 
may be up against, and running our 
sources of supply ragged with de- 
mands for better values,” the text 
asserts. 

“And when we get them—when we 
go to friend dealer and say, ‘Here, 
Mr. Hardware Man, is a sled that is 
a good retail value at $1.75, but our 
price permits you to offer it as a red- 
hot special at $1.49’—what happens? 


May Offer Real Buy 


“One of two things. The dealer 
may take our suggestion and feature 
his sleds at $1.49, making a fair mar- 
gin of profit—but far more important 
than the actual dollars and cents 
gain, he has given his customers a 
real buy. He has shown his trade 
that they can get as good value in 
his store as anywhere in town. 

“Or this same dealer may mark 
his sleds at $1.75, because he feels 
he can get the extra profit. But how 
much longer will it take to do it? 

“Wouldn’t the lower price have 
brought bigger returns on quicker 
turn-over? . 

“And wouldn't there be an item of 
‘customer satisfaction’ that might be 
worth money in the bank?” 

Lest this copy might make the 
dealer believe that Worthington 
thinks only in terms of price, the 
advertisement continues: 

“Don’t misunderstand us. We are 
not advocating price-cutting. Far 
from it; but we do contend that some 
hardware dealers are losing out be- 
cause they will not use their ‘spe- 
cials’ the way they are intended, 
namely, to meet outside competition 
with real honest-to-goodness dollar 
value. 

“Too many people think the ‘Hard- 
ware Store’ is high priced. Our job 
is to help you prove them wrong.” 


Pedlar Discontinues 


Agency; Joins United 


Louis C. Pedlar has discontinued 
the advertising agency of Louis C. 
Pedlar Corporation, New York, and 
will assume an executive position 
with the United Advertising Agency, 
New York. 

He was formerly president of Ped- 
lar & Ryan, Inc., New York, and or- 
ganized his own agency after a year’s 
retirement. 


G. H. Emanuel Dies 


George Hawley Emanuel, Chicago 
public relations counselor, died in 
Chicago, Dec. 22. Before entering 
the publicity field, he served the 
Chicago Tribune and other newspa- 
pers. Later he went to Armour & 
Co., opening his own office four years 
ago. 


Advertise Elevator 


An elevator for the home manu- 
factured by Shepard Elevator Com: 
pany, Cincinnati, will be featured in 
a direct-mail and business paper 
campaign early in 1933. Procter & 
Collier Company, Cincinnati, is the 
agency. 


Duell Has New Job 


C. Halliwell Duell will join Wil 
liam Morrow Company, New Yor 
book publishers, Jan. 1, when his 
resignation as advertising manager 
of Doubleday, Doran Company, NeW 
York, takes effect. 
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December 24, 1932 


ADVERTISING AGE 9 


J OE isa grocer in Greenwich Village, which is in Manhattan, 
New York City. The Viilage is a conglomeration of old Boston-bent 
streets and boulevards snooty as the Champs Elysées. It is the last 
stand of Little Old New York. 

Joe has the funniest, most mixed-up trade you can imagine; 
more cosmopolitan than even San Francisco. Knickerbocker families 
with blue blood and bankrolls, resident there since the Village was 
a village; and lady stylists a week out of Omaha or Cleveland. 
Solid six-generation Irish, bringing up squads of children in the 
ancient Christian tradition; and young couples on the free love, free 
food and free gin basis. Italians who buy the cheapest bulk 
macaroni but pay top prices for fancy cheeses. Mostly, Joe’s customers 
are small apartment dwellers; not artists but brokerage clerks and 
department store people and business folks. They like small sizes 
and small quantities; but they also buy grenadine and anchovy 
paste and avocadoes and caviar and broccoli and orange bitters and 
dozens of things the average grocer never hears of. It’s no small 
tribute to Joe as a merchant that he’s in business at all! 

So Joe hasn’t much time for selling. His job is service. He wants 
well-known items that cause no argument. He likes advertised goods 


For the special attention 


of Food Product Advertisers 


Vitae Grocer 


that are advertised to his customers. How much is your New York 
advertising doing for Joe in Greenwich Village? 

There are 302 food outlets in the Village, and each store serves 
on the average 71 families. If you spend your advertising appro- 
priation in New York evening papers, the local circulation you buy 
in the Village or any other single neighborhood is x—unknown, and 
can’t be allocated. But The News has 12,128 known circulation 
among the 21,399 families in the Village; reaches an average of 40 
of Joe’s 71 families! 

If evening paper distribution follows that of the morning papers 
(fair enough assumption, isn’t it?), then the largest New York 
evening circulation reaches only 24 of Joe’s customers. And the 
three leading evening papers together reach only 50—and cost $1.00 
more per agate line! 


THERE are 21,000 outlets for food in New York City beside 
Joe’s! Only one newspaper reaches a majority of all their customers 
—really gives majority coverage of the whole consumer market! 
News coverage alone is adequate—applies enough selling pressure 
to be felt by all your outlets in this market. The small News page 
gives your advertising more attention. And the News milline costs 
less, in families reached, advertising read, coupon results, or cash 
register entries! 
On any food schedule for New York City, there is no substitute 
for The News! And if The News's not Number One on your schedule, 
your advertising dollar is not buying all it could! Investigate! 


-The a News 


NEW YORK’S PICTURE NEWSPAPER 


220 EAST FORTY-SECOND STREET, NEW YORK CITY 
Tribune Tower, Chicago @ Kohl Building, San Francisco 
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ADVERTISING AGE 


December 24, 1932 


RADIO TOTAL IS 
OFF IN NOVEMBER 


New York, Dec. 22.—In November, 
for the fifth month in succession, 
total radio advertising over National 
Broadcasting Company and Colum- 
bia Broadcasting System networks 
showed a decline over the figure for 
the same month last year, National 
Advertising Records reports. 

The total for November of this 
year was $3,059,848, compared with 
$3,504,817 in November, 1931. Cumu- 
lative figures for the year, however, 
reveal that the industry is certain 


to end the year with a larger gross 
volume than in 1931. Total adver- 
tising for the first eleven months of 
1932 is $36,101,093, a gain of more 
than $3,900,000 over the same period 
last year, during which receipts were 
$32,192,342. 

Of the November advertising total, 
$1,953,953 is accounted for by Na- 
tional, and $1,105,895 by Columbia. 
These figures compare with $2,475,905 
for National, and $1,028,912 for Co- 
lumbia in November, 1931. The ap- 
parent gain by Columbia for the 
month is accounted for by the fact 
that the 1932 total is based on the 
maximum one-time rate, the 1931 
figures on the net cost of the net- 
work facilities to advertisers. 

Five of the 23 classifications 
showed a gain in November over the 


previous year. They 
and food beverages; jewelry and sil- 
verware; lubricants and petroleum 
products; travel and hotels, and mis- 
cellaneous. 

Leading classifications during the 
month were: foods and food bever- 
ages, $896,155: drugs and_ toilet 
goods, $627,782; cigars, cigarettes 
and tobacco, $353,539; miscellaneous, 
$284,659, and lubricants and petro- 
leum products, $247,408. 


were: foods 


Banking Papers Merge 


Effective with January, 1933, is- 
sues, Banker's Monthly and Bankers 
Service Bulletin, published by Rand 
McNally. & Co., Chicago, will be 
merged as Rand McNally Bankers 
Monthly. Circulation will be con- 
trolled. 


Visual Display Plan 
Developed for Foods 


Visual Display, Inc., 180 N. Michi- 
gan Ave., Chicago, has developed a 
new type of display equipment which 
makes it possible to show actual 
samples of foods normally packed in 
cans or other containers which pre- 
vent the contents from being seen. 

The display, on which patents are 
pending, is a transparent container 
holding samples of the actual prod- 
uct, exactly as contained in the re- 
tail package. 


Cabot Names Agency 


Godfrey L. Cabot, Ine., Boston, 
maker of Charon, a black pigment 
for concrete roads, and Spheron, a 
dense, dustless carbon black, has 
placed its advertising with Wood, 
Putnam & Wood Company, Boston. 


By December 15 


New OUTLOOK 


to buy a cop 


Edited by Alfred E. Smith 
@lry 


y of December 


NEW OUTLOOK on the news- 


stands. [t can’t be done. 


NEW 


OUTLOOK has blazed a new edi- 


torial trail, which a nation of readers 


is Following. 


OUTLOOK PUBLISHING COMPANY 


515 MADISON AVENUE 


Telephone: 


Plaza 3-6969 


NEW YORK CITY 


—— 


HEADS AGATE CLUB 


H. L. Townsend 


Chicago, Dec. 22.—Though the 
Agate Club is generally regarded as 
the oldest advertising organization in 
the United States, it proved itself 
able at its annual meeting Monday to 
meet new conditions as they arise. 
In addition to halving the annual 
dues, the club voted a $250 contri- 
bution to the Off-the-Street Club, Chi- 
cago advertising men’s pet charity. 

This is the first recent year in 
which finances have permitted a do- 
nation to the club. The new dues 
will be $10, in lieu of the $20 paid 
heretofore. 

Harry L. Townsend, of Country 
Life and American Home, was elected 
president of the Agate Club, succeed- 
ing Samuel R. Penfield, Curtis Pub- 
lishing Company. Harry J. Hurlbut, 
of Redbook, was elected vice-presi- 
dent; B. E. Newman, Curtis Publish- 
ing Co., treasurer; William A. Sittig, 
Woman’s Home Companion, secre- 
tary, and B. P. Mast, Mill and Fac- 
tory Illustrated, assistant secretary. 

The officers comprise the executive 
committee in charge of the club’s ac- 
tivities. 


Pontiac Picked 
by Barbasol in 
Prize Contest 


Indianapolis, Ind., Dec. 22.—An 
unusual tie-up between two national 
advertisers became known last night, 
when Barbasol Company, which has 
been awarding an unnamed automo- 
bile daily in a radio contest, an- 
nounced that winners would receive 
Pontiacs, as “the greatest value j 
motor cars.” 

R. K. White, sales manager of 
Pontiac, then went on the micro 
phone to congratulate the Barbasol 
followers on their luck in winning a 
new eight without any investment 
beyond the tops of Barbasol pack- 
ages. 

It is said that Pontiac will feature 
its selection by Barbasol in some of 
its own advertising, while the Bar- 
basol Company, continuing its daily 
gift of an automobile, will continue 
to stress the reasons for its choice 
of Pontiac. 

While there is a suspicion that 
Barbasol is getting a considerable 
price discount from Pontiac, both 
companies are reticent on this score. 


Minneapolis Store 
Runs 17 Color Pages 


Dayton Company, Minneapolis de 
partment store, completed a special 
holiday schedule of daily color ad- 
vertising Thursday, which is claimed 
to be the most intensive use of news 
paper color pages ever attempted. 

Starting Thanksgiving day, the 
company used a full page in color i 
Minneapolis Journal every Monday, 
Tuesday, Wednesday and Thursday. 
A total of 17 pages were used be 
tween Thanksgiving and Christmas. 


Cascarets Now Chocolate 


Cascarets, one of the oldest and 
best known proprietary remedies i2 
the United States, has suddenly gone 
modern. Sterling Products Company; 
which now markets the famous 
remedy, has developed a process for 


blending it with chocolate. 
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TO SPUR DEALERS 


5) economy 
opens metropolitan 
market for electric 


washing machines 


> 1OVELL 


PRESSURE. CLEANSER 


Part of a spread in "Electrical Mer- 

chandising," which indicates how 

Lovell is doing a sales job for wash- 
ing machine makers. 


Lovell Attempts 
toEnlargeWash 
Machine Market 


Erie, Pa., Dec. 22—Because the 
Lovell Manufacturing Company, 
maker of Lovell Pressure Cleansers, 
can sell its products only when wash- 
ing machines to which the product 
is attached are sold, the company is 
using color spreads in Saturday Eve- 
ning Post to tell housewives the ad- 
vantages of using washing machines 
in the home, and similar space in 
Electrical Merchandising to sell deal- 
ers on the size of the market and the 
opportunities for profit. 

“The industry is quite conscious 
of the fact that the household washer 
offers all distributing factors some- 
thing to sink their teeth into right 
now,” Edward C. Doll, Lovell’s sales 
promotion manager, said in explain- 
ing the idea behind the current cam- 
paign. “The even distribution of 
sales over twelve months, the in- 
creased metropolitan market due to 
budget-paring, the stability of the 
volume, the size of the virgin and the 
replacement markets, all these and 
many other factors should be told. 

“However, since we recognize that 
each washing machine manufacturer 
must devote his appropriation to sell- 
ing his own product, we have thrown 
our own advertising space into the 
breach.” 

The series, which will be continued 
indefinitely, will present one idea 
at a time, intended either to remove 
points of resistance or to establish 
new points of view with relation to 
selling opportunities in the washer 
field. 

Although the consumer advertise- 
ments are designed primarily to in- 
crease sales of washers, much of the 
copy is devoted to straight selling 
talk for the Lovell Pressure Cleanser. 

As part of the campaign, reprints 
of the advertisements are being 
mailed to retail dealers handling the 
machines which incorporate the com- 
Ppany’s wringers. 


Joins “Apparel Arts” 


Jeanbelle Rosenberg, formerly cir- 
culation manager of Industrial Pub- 
lications group, Chicago, has joined 
Apparel Arts, Chicago, as assistant 
circulation manager. 


Two Give Discounts 


Boston Transcript and Winston- 
Salem, N. C., Journal and Twin City 
Sentinel have announced a schedule 
of discounts applying to national ad- 
vertisers using 25,000 or more lines. 


Knollin Joins B. D. C. 


James C. Knollin, formerly account 
executive with Hamman-Lesan Com- 
pany, has joined Bowman-Deute-Cum- 
mings, Inc., as vice-president in the 
San Francisco office. 


Runs “Quality Crusade” 


South Bend, Ind., Tribune has 
Started a “quality crusade” which 
Will include a series of 52 half-page 
advertisements, one to run each week 
for a year. 


ADVERTISING IN 
BRITAIN IS SET 
AT 100 MILLION 


New York, Dec. 21.—Writing in the 
Statistical Review, Jesse Silverman, 
an advertising expert and newly 
elected commander of London Post 
No. 1, American Legion, asserts that 
Britain spends approximately $100,- 
000,000 a year on advertising. 

According to Mr. Silverman, food 
products account for the largest part 
of this expenditure, with annual ad- 


vertising of approximately $22,000,- 
000. Items which may be classified 
under the general heading of “shel- 
ter” are next with $18,000,000. 

Third on the list are toilet articles, 
on which Mr. Silverman estimates 
$13,500,000 is spent. Patent medicines 
follow closely with $12,500,000, as do 
smoking materials and supplies, with 
$12,000,000. 

Next of the broad general classifi- 
cations in importance is motoring, 
with estimated annual expenditures 
of $11,000,000, and clothing, for which 
approximately $7,000,000 is spent. 


Beverages Well Advertised 


An indication of what might be 
expected in the United States if al- 
coholic beverages were legalized is 
given in Mr. Silverman’s estimates 


for advertising of drinks during the 
months of July, August and Septem- 
ber, 1932. Some $768,000 was spent 
on advertising of this nature during 
the three months, with about $300,- 
000 devoted to beer, $200,000 to 
whiskey, $65,000 for wines, and a like 
amount for gin and brandy. About 
$100,000 was spent for non-alcoholic 
refreshments. 

Other expenditures during the 
three-month period included: smok- 
ing, $2,000,000; automobiles and 
tires, $750,000; gasoline and oil, 
$750,000; soap, $800,000; perfumery, 
$400,000; furniture, $850,000; cereals, 
$500,000; radios, $600,000; radio 
tubes, $150,000. 

This tabulation is said to be the 
most comprehensive ever published 
on British advertising. 


Uses State’s Dailies 


The Five-Point Program sponsored 
by New Orleans Chamber of Com- 
merce will run a 400-line advertise- 
ment in all important newspapers 
in the state during New Year’s week, 
with the object of fostering good will 
between the city and the rural sec- 
tions of the state. 


Skully Again at WKFI 


J. Pat Skully, founder and former 
owner of station WKFI, Greenville, 
Miss., has regained control of the 
station, which he leased to others 
last June. 


Purchase “Times” 


Mosinee, Wis., Times has been pur- 
chased from Lyman E. Osborne by 
Francis Schweinler and Richard A. 
Hemp of Neillsville. 


‘| THINK I’LL TAKE THE OTHER KIND 


... MY HUSBAND LIKES THEM BETTER’’ 


RS. BELTHAZAR BUMP is 
mightily tempted to buy another 
package of “Ittsy Bitsies,” the latest 
innovation of the Krispy Kracker 
Kompany. Mr. Bump, however, con- 
siders Ittsy Bitsies to be so much dog 


or even horse biscuit. 


Reason triumphs over passion. Mrs. 


Bump buys a kind they both will like. 


The shadow again. The shadow of a 
man standing behind the buying wife, 
influencing the choices she makes in 
everything from biscuits to refrigerators. 

It doesn’t matter what type of prod- 
uct you make. The shadows of men 
enter places of business which men 
themselves rarely penetrate, and make 
their wants and preferences known. 


Whatever your product, if 
you want Mrs. Bump and 
other wives to choose it 
over your competitor’s, 
your task will be easier if 
Mr. Bump and the other 
husbands think well of your 
product. If it pays to have 
wives see your advertising, 
it would pay to have hus- 
bands see it. 

Would you be interested 
in a way of reaching Mr. 
and Mrs. Bump at no more 
expense than it takes to 
reach Mrs. Bump alone— 
indeed, for 30% less? 

There is such a way. Ad- 
vertise in a magazine that 
both members of the family 
read. Redbook is its name. 
Its natural habitat is the 
living-room table. Every 
thousand copies are read by 
1480 women and 1420 men. 
Even if it didn’t help your 


sales to have men see your 


advertising, it would cost less to reach 
women alone in Redbook! 

There is no sophistry either in these 
figures or in this philosophy. Both have 
a lot to offer the advertiser in days 
like these. 

Sell the family and you sell all. Red- 
book Magazine, 230 Park Avenue, 
New York City. 


THE SHADOW OF A MAN STANDS BEHIND EVERY WOMAN WHO BUYS 
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ADVERTISING AGE 


December 24, 1932 


‘BUY AMERICAN’ 
THEME IN COPY 
GATHERS FORCE 


(Continued from Page 1) 


pictured Uncle Sam, with a caption 
urging “Hats off to American-made 
goods.” The copy continued: 


Patriotism Stressed 


“‘*Buy American’ and put Ameri- 
ca First in Industry and Progress. 
Remember, a dollar spent on Ameri- 
can-made goods is a dollar earned by | —— 
American labor. Wear American- 
made clothes—fill your home with 
the beauties and comforts of Ameri- 
can arts and crafts. It’s for your 
material good to be patriotic in dol- 
lars as well as in sense! United we 
stand in support of a square deal for 
American labor—sound value and 
fine quality for American dollars. 
Get aboard the bandwagon—join The 
Fair in this progressive movement 
to boost American Industry.” 

The offerings below were heralded 
in the same vein. “Illinois produces 
these fine hose,” “New York glori- 
fied American handbags,” “Cleveland 
tends to its knitting and sends us 
these smart sox,” “Made in Boston— 
these fine suede jackets.” Thus ran 
some of the advertising, keyed in the 
same pitch as the major theme. 


France’s Default a Factor 


. Though some trade-marked goods 
were included on the page, The Fair 
paid for the entire advertisement, 
Mr. Kelly said. 

The deep feeling aroused by the 
advertising is due in part, it is be- 
lieved, to France’s failure to meet 
its war-debt installment last week, 
convincing Americans that they 
must solve their own problems with- 
out outside aid. 

Combined with the campaign in 
behalf of American-made goods in- 
augurated by Hygrade Sylvania Cor- 
poration, Emporium, Pa., late last 
month, the separate efforts of The 
Fair and the Made in America Club 
are expected to instigate similar 
campaigns by manufacturers, whole- 
salers and retailers in all lines of 
business throughout the country. 


“Bay American” 
Movement in New York 

New York, Dec. 22.—Citizens’ As- 
sociation for America First, Inc., has 
been formed here as a national or- 
ganization to further the national- 
istic economic and political move- 
ment. 

Members are pledged to buy only 
goods manufactured in the United 
States, to employ American citizens, 
to buy only American securities and 
to encourage traveling in America 
instead of abroad. 


R. G. Heins Passes On 


Richard G. Heins, sales manager 
of the Burnet Rubber Company, New- 
ark, N. J., died Dec. 20 after a six 
weeks’ illness. 


BUILDING SALES FOR 


AMERICAN INDUSTRY 
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de 
\ 


eoN Hats Off to sxx xe 
Ais American- -Made Goods 


beauties and comforts of American arts and crafts. It's for your material 
good to be patriotic in dollars as well as in sense! United we ‘stand in 
support of = square deal for American labor ee Age 
for American dollars. Get sboard the bandwagon join THE FAIR 
in this progressive movement to BOOST AMERICAN INDUSTRY! 
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Heading of the full page advertisement of The Fair, Chicago depart- 
ment store, urging purchase of American goods. Copy below carried 
out the same idea. 


Te Council 
Christmas Party 
Attended by 850 


Chicago, Dec. 22. — The annual 
Christmas party of Chicago Adver- 
tising Council held today at Hotel 
Sherman for the benefit of the Off- 
the-Street Club, was the largest and 
most successful in the history of the 
organization, with over 850 in at- 
tendance. 

James T. Aubrey, of Aubrey and 
Moore, was chairman of the commit- 
tee in charge. Ben Bernie, the Old 
Maestro, was master of ceremonies, 
and his artists included Vincent Lo- 
pez, Margery Maxwell, and other ra- 
dio and stage celebrities. 


New York Discontinues 
Health Test Service 


The Department of Health of New 
York City has ruled that the medi- 
cal examination required of those in 
occupations involving the handling 
of foods must be made by private 
physicians after Jan. 1, instead of 
by city physicians as heretofore. 

The changed ruling, which affects 
325,000 food handlers, as well as pri- 
vate physicians, is explained on the 
grounds that the State should not 
compete with private physicians. 


$200,000,000 Spent 
In Western Travel 


Some 2,500,000 tourists spent more 
than $200,000,000 in 11 Western 
States in 1932, according to estimates 
by the Bank of America, San Fran- 
cisco. The travel revenue in this sec- 
tion fell slightly from the preceding 
year but the number of visitors re- 
mained about the same. 

The report showed that California 
tourists expended from $5.60 to $6.78 
a day. 


With Fletcher & Ellis 


George Dibert, for four years in 
charge of media for Lambert & Feas- 
ley, New York, will take charge of 
the media department of Fletcher & 
Ellis, Inc., New York, Jan. 1. 


Manro Has Copy Job 


Leslie Munro, formerly assistant 
promotion manager of Butterick Pub- 
lishing Company, New York, has 
joined the copy staff of Thomas H. 
Reese & Co., New York agency. 


DECEMBER ADVERTISING LINEAGE IN MAGAZINES 


(Figures for other publications appeared last week) 


General 1931 1932 
American Golfer ..... ree 7,883 
American Home ...... 8,283 4,147 
Arts & Decoration.... 21,865 8,218 
Better Homes & Gar- 
0 ee eee 8,400 7,450 
Burroughs Clearing 

I a od & 6r0:.0:4:0.9::02% 6,959 5,372 
emery £486 ......... 21,659 13,237 
Field & Stream....... 9,776 7,518 
Sl gS EE ae oo-- 28,282 
Fur-Fish-Game ...... er 5,654 
Home & Field......... 13,467 8,539 
House & Garden...... 29,390 20,358 
House Beautiful ..... 12,491 7,688 
Hunter - Trader - Trap- 

Sree aes Ser 10,670 9,585 
Hunting & Fishing... 6,198 4,663 
Modern Mechanix .... 11,267 8,053 
National Geographic. . 6,580 6,384 
National Sportsman .. 7,434 6,295 
Nation’s Business .... 24,163 9,592 
Outeecr TAéfe ........- 5,641 4,882 
Popular Mechanics 21,4389 15,571 
Popular Science ...... 19,100 13,276 
Scientific American .. 4,381 4,254 
NE | eee 6,991 6,092 
DY, 5% ov 0 o60 18,625 11,891 
Gs Cats 90 46 0.0 52,842 27,000 
ME Ss o8 5 oe ts vie Sas os 7,934 


Vanity Fair 33,291 17,599 


Total Group 360,912 277,417 


Mail Order 
tS SE Bate 3,522 4,973 
Good Stories ......... 4,543 4,258 
Hearth & Home...... 4,547 4,258 
Home Circle ......... neice 2,945 
Home Friend ........ 3,359 1,577 
Household Journal ... 3,739 1,722 
Illustrated Mechanics. ree 1,259 
YS 5.5 5:5 OS kak o's 5% 1,954 719 
Sovereign Visitor .... 1,501 865 
FOenl. GROUP ....<.% 23,165 22,576 


—The Advertising Record Company. 
Futura Publications... 5,165 6,498 
Picture-Piay ......... 7,293 5,920 
The Instructor ....... 10,596 10,057 
Motion Picture Mag- 

DE. Vscebeebvisceals 9,943 9,285 
Movie Classic ........ 8,686 8,659 
Christian Herald ..... 12,498 11,656 
ES See 5,513 6,406 
Silver Screen ........ 8,238 5,505 
Extension Magazine .. 8,399 7,863 
Modern Magazines ... 9,710 10,586 
American Legion 

“ws thes os aly +s 6,040 4,808 


‘FREEZE- TESTED’ 
GAS IS OFFERED 


San Francisco, Cal., Dec. 22.— 
With the inauguration of its winter 
campaign this month, Standard Oil 
Company of California introduced a 
new beast to advertising—an up 
roarious, guffawing polar bear, happy 
over Standard’s achievement in pro- 
ducing “winter freeze-tested” gaso- 
line. 

Emphasizing the winter qualities 
of its fuel, typical newspaper copy 
depicts an engine frozen in a block 
of ice, while a report of an A.A.A. 
contest board certified test reveals 
that a model A Ford engine, frozen 
in a block of ice for 120 hours, 
started and continued to run in 2.11 
seconds after first pressure of the 
starting button. 

“No wonder the bear is happy,” 
the text explains. “Standard, the 
only A. A.A. freeze-tested gasoline, 
started this engine frozen in ice as 
easily as on a summer day. 

“Just an ordinary engine—we took 
it right out of a delivery car, sealed 
it up and dropped it into the water, 
where it was frozen into solid ice 
for 120 hours. 

“Standard Gasoline fears no cold 
weather. The official American 
Automobile Association Test certi- 
fies engine starting in 2.11 seconds 
at ten degrees below zero.” 


Breaks Just Right 


In San Francisco this new sea- 
sonal campaign broke at just the 
right time. It appeared in San 
Francisco newspapers for the first 
time just as the city’s record-break- 
ing week-long cold snap was at its 
height, carrying the mercury below 
freezing point for the first time in 
many months. 

It is interesting to note that two 
of the three A. A.A. officials signing 
the report, which is receiving wide- 
spread advertising, are themselves 
not unconnected with advertising. 
J. H. Weller’s brother, Earle, is head 
of the Pacific coast organization of 
Campbell-Ewald Company, and R. 
W. Martland, Jr., is in active charge 
of Radco Automotive Review, Oak- 
land, Cal. 


_|“Missouri Ruralist’”’ 


Is Moved to Topeka 


Effective Jan. 1, Missouri Ruralist, 
Capper publication, will be published 
at the Capper plant in Topeka, Kan. 
John F. Case continues as editor, 
and editorial and advertising offices 
will be maintained in St. Louis. 

Kansas Farmer, another Capper 
publication, will change from a bi- 
weekly to a semi-monthly, publishing 
on the 5th and 20th of each month, 
effective Jan. 1. 


Ohio Dailies Unite 

Effective Dec. 21, Lorain, O., Jour- 
nal absorbed the Times-Herald, the 
publication now being published as 
Journal & Times-Herald. On the 
same date Mansfield Journal consoli- 
dated with the News, as Journal- 
News. 


Klose Joins Mears 


Woody Klose, formerly production 
and program director of KMOX, St. 
Louis, has joined Mortimer W. 
Mears, Inc., St. Louis agency, as 
radio director. 


ACTION RATHER 
THAN BEAUTY IS 
COPY MAN'S GOAL 


(Continued from Page 1) 


ant in connotation, like war and 
murder, which fact adds to the word 
problems of advertisers.” 

Mr. Funk uses short, Anglo-Saxon 
words in his copy, banning common- 
ly-used Latin derivatives. He made 
the interesting observation that lan- 
guage study should begin with an 
exhaustive survey of one-syllable 
words, as, generally speaking, words 
lose their power with the addition 
of syllables. 


Vizetelly Gives Views 


To the world at large Frank Vize- 
telly is famous as a lexicographer, 
editor of Funk & Wagnall diction- 
aries, editor of the Literary Digest’s 
“Lexicographer’s Easy-Chair” and 
the author of many standard text 
books on English. To advertising 
men he is an institution furnishing 
arbitration on inter-staff word wran- 
gles and just the right word to prove 
the superiority of one’s soap or tooth- 
paste or fit a headline promptly in 
response to a frantic telephone call. 

“Mr. Funk’s list will not please 
everybody; why should it?” was Dr. 
Vizetelly’s first comment. “Each of 
us has an individuality and an in- 
dividual point of view, and even the 
ten words which Mr. Funk himself 
has selected in these days of De- 
cember may not be the same ten 
words as he himself will sing when 
the spring days are upon us.” 

Asked to name the ten most musi- 
cal words in the language, he re- 
plied he would look for them in 
Gray’s “Elegy in a Country Church- 
yard.” 

“Yet, to some people these lines 
are mere tinkle, tinkle,” he said. 
“When they consider. words,. they 
soar so far above the heads of most 
people that they land among the 
stars and sing with Keats and Shel- 
ley. That is their privilege; but give 
me the good homely verse of those 
whom I have learned to class as 
poets of the people—Bryant, Gray, 
Longfellow, Whittier. If I must se- 
lect something more classic, then my 
mind turns to Addison, Dryden, Pope 
and Goldsmith.” 

Mr. Garfield made his selection 
promptly and without comment. His 
favorites are “limpid, lush, velour, 
opalescent, ruby, lovely, revelry, blue, 
baby, glow.” 

Starting with the qualification that 
the value of any word is largely rela- 
tive, Mr. Stone said it seemed to him 
that a writer seeking to express an 
appreciation of certain aspects of hu- 
man experience might effectively use 
words of the sort listed by Mr. Funk, 
to whose selection he added dusk, 
silence, starlight, firelight, stillness, 
warmth, courage, honor, faith. 

“It is difficult to say how much de- 
pends upon the subject and the pur- 
pose of the writer and how much on 
the intrinsic value when choosing a 
word,” he said. “A gifted writer, 
for example, whose reaction to life 
is cynical and sardonic, such as Ana- 
tole France or Somerset Maugham, 
can convey thoughts essentially ugly 
in words so well chosen as to be 
beautiful because of their aptness. 


Must Be Appropriate 


“It is the same quality of aptness, 
or lack of it, that determines the 
worth of a word used in the text of 
an advertisement. If a writer is 
presenting the advantages of a me- 
chanical device, he may find it well 
to use such adjectives as smooth, 
swift, sure, sturdy, rugged, depend- 
able. 

“If he is advertising the short- 
comings of Prohibition, he may want 
to emphasize such nouns as fanatics, 
criminals, lawlessness, violence, 
atrocities, waste, and such adjectives 
as benighted, obstructive, destruc- 
tive, arrogant, vicious . . . if he is 
advertising passenger service on a 
combination passenger and freight 
steamship line, he might make a vir- 


tue of the comparative slowness of 


the boats by stressing such phrases 
as gypsying at sea, floating vaga- 
bond, sea rover, sea rambler.” 

Apologizing for his lack of enthu- 
siasm, Mr. Freeman said the search 
for the ten most beautiful words is 
as futile and elusive as the eterna] 
quest for the ten leading women in 
America or the ten prettiest men at 
Princeton. 

‘It is one more instance of the al] 
too common practice of generalizing 
where the need is for specific in- 
stance,” he said. “To borrow from 
Napoleon, ‘All generalizations are 
false including this one.’ 

“A great and growing trouble with 
so many writers of advertising is 
their poverty of merchandising ideas 
and their frantic effort to cover this 
serious hiatus with a patch work of 
words. How dare an advertiser gen- 
eralize in word selection where big 
money is involved. 

“Let them take such words as buy- 
ing, research, control, stockkeeping, 
inventory, promotion, turnover, 
markup, markdown and profits, and, 
after ascertaining their full meaning 
in their specific application to spe- 
cific cases, employ words which the 
related market already knows, to 
bring their fruits into full realiza- 
tion.” 


Towle Bros., of 
Log Cabin Fame, 
to Re-enter Field 


Minneapolis, Minn., Dec. 22.— 
Towle Brothers, who made Log Cabin 
Syrup an outstanding success in its 
field, are ready to throw their hats 
back into the ring. The company 
has appointed the Minneapolis office 
of Erwin, Wasey & Co. to handle its 
advertising. 

When General Foods Corporation 
bought Log Cabin Syrup five years 
ago, it stipulated that the original 
owners of the brand would refrain 
from making a syrup under that or 
any other name. The period of 
proscription has expired and Towle 
Brothers will re-enter the field in 
which they scored their greatest suc- 
cess. 

They are barred from their old 
name, as well as the container made 
in the shape of a log cabin. On the 
credit side they possess years of ex- 
perience in the manufacture of syrup 
and the services of one of General 
Foods’ old agencies. 


Hudson to Make 
Super-Six Again 

The Hudson Super Six, famous car 
of four years ago, will be returned to 
the 1933 line of the company, Chester 
G. Abbott, general sales manager, 
has announced. In addition, an im- 
proved eight-cylinder Hudson, a 
larger Terraplane Six, probably on a 
standard tread chassis, and an “en- 
tirely new car,” details of which 
have not yet been revealed, will be 
introduced at the New York Auto 
Show, Mr. Abbott said. 

The price range of the Hudson line 
will cover 96 per cent of the market, 
extending from $425 to the $1,500 
class. The Blackman Company, new 
Hudson agency, is preparing copy, 
which will break early in January. 


Sperry & Barnes Co. 
Increases Appropriation 


Sperry & Barnes Company, New 
Haven, Conn., meat products, will 
spend more for advertising in 1933 
than ever before in its history, it 
was announced at the company’s al- 
nual sales meeting this week. 

Most of the appropriation will g0 
to newspapers, with copy stressing 
the company’s best known product, 
New England Dressed Fresh Pork. 


“News” Changes Hands 


Vancouver, B. C., News, new mort 
ing paper, has changed hands. Hart 
ley Burroughs is president and E. 
Edward Norcross is chairman of the 
board. Gustaf Sivertz, the paper's 
founder, is managing director. 


Issues Pool Guide 


Hoffman-Harris, Inc., representa 
tive for Beach & Pool, New York, has 
announced early publication of a neW 
reference book, ‘Notable Swimming 
Pools and Guide to Equipment and 
Supplies.” 
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December 24, 1932 


Advertising History 


Happenings in the advertising world hit a fast and furious pace during the past twelve months. On January 7, 1933, 
ADVERTISING AGE will present its Annual Review Number, marking the close of one of the most exciting years 


the advertising world has ever known. 


CAMPAIGNS 

AGENCY ACCOUNT CHANGES 
SURVEYS AND STATISTICS 

ASSOCIATIONS 

COPY 
CHAIN STORES 
PERSONNEL CHANGES 
LEGISLATION, LITIGATION, TRADE.MARKS 


and other major divisions of the year’s news will be covered con. 
cisely—events being reviewed in chronological order. 


The interest which advertising men have already shown in this issue 
indicates that it will not only be read and studied immediately but 
will find a place in advertising archives from coast to coast. 


To those who have space, service or product which can be used 
profitably by advertisers or agencies, this January 7 issue presents 
an unusual opportunity....Its circulation will be increased to over 
10,000 copies, insuring thorough coverage of the national advertising 
field .... Regular news service will be maintained with complete 
stories on the current news of the first week of 1933 as well as the 
special review material . . . . Extra color is available at an 


NEW PRODUCTS, DESIGN & PACKAGING 
NEWSPAPERS 
MAGAZINES 
FARM PAPERS 
RADIO 
BUSINESS PAPERS 
DIRECT MAIL AND PROMOTION 
OUTDOOR ADVERTISING 


additional cost of only $60 per page, to give your advertisement 
dominating attention value....and the time is exactly right if you 
want immediate action from companies whose new plans are just 


being completed. 


The forceful and complete presentation of your sales message in this 
issue will tell advertising men and organizations exactly how you 
can help them improve the effectiveness of their work in 1933, 
and will assure your getting preferred consideration. 


If you are genuinely proud of the quality and merit of your propo- 
sition—tell the advertising market about it through the pages of the 
Annual Review Number of Advertising Age. Final closing date, Jan. 4. 
Positions will be assigned in the order of reservation. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Published at 
537 S. Dearborn St., Chicago 


Graybar Building 
New York 


ae ae a Ln ae : = y . 4 Rae | pct — 
. rm io ‘ oe - <i mapa AWC hadnt iets Ca poy ies : coer ty, ; 
. i, = oe ore ae mye ears wee a, a ee Alera a a4 4 ee wa Bes . 
rrr ee 
~ —_—_—X—__:?:??. ae 
. ; ; 
\- Se 
\- a ; 
. ES NE ASS : 
Sl Mane ty CEN Avs) (24 or aie 
8 <I Gels ss (es Ce) ISMNSEN SH; ip Va lets Nes eh, 3 
il Fr UN aliortue PoE NR LAC STB 
n mS y ANIA Sn SVT EN Meee) VATALE a ANN Pe Stes Sera ad 
t ae ATS NS HEUE aa RN AN Sev SANE SISTA LS Wes ee eu ie: 
ONS AX y, In ey) ELT CS Oe Re aR NS) SHR 2 SY See, LUI ty (Sy ate AA ¥ 
AN SUNG, We SIN Al RS OR WA SE Bek se Shi tT ates ; 
1] MENS VASSRORNCI I (NaHS WA Tpeas Raw an ia : 
FINK aay Ny mn WEIN Ig7- ENTS A eae SER TENS - F 
| MERE SMES Aa) SR CSAKS SN re a NTS Wy, : 
. EIR RITZ AGES Miser, - 
n- RY Ml RSE AZ WAI ZA Gon y ] Oe -_ Oo ; k 
FESO Nc CRUE PN =e 2254, ‘ 
n Ai SISSIES Ne Sea! f Bias ~ 
Fas NT ie WEES & — Ze 
e AIS ee” i a q Tas = : 
SESE NET Ys. ise aa ae iE, .\ ~ 
ACESS x SS SF Bai ay, > i « 
h oF CSTNIN CA NIRS ef re ‘ 
PSE OUR o YN Nie % 
is RAVENS iit SIN MS) ASS) - KAAS ‘ 
PENTA iy Ah Fa 
8 en I yes (Aras eM : 
“4 yi Koay \ UE Ri, Yd nay an 4 eZ : a 
AS 4 RES Ui = XI J S] eS ” Ki 1 2 y A Fe 
St SENT ISAWI Oa ae : 
of \V wh /: A ie SN Sling wy @ EA Gg) ‘en 
n { | i) ES SS SAS Sw! 7 , Wes 
MO RS Bs ho ens ~~ © aane 
ig Lae 2 ISIS. WS AEDES Van AW eats Bey S io 
a RE AT ae Ns Ne @ % “ay oe fos Te arse 
Tim £Z IONG RY Se (ila if Lg Tt ‘ AA a m me neers Fy 
vars fo, BIS ES), Con s)\) © ) e- S$* oe 
y- Migs & eT NS SAU ae Bey, an & Pat \ a c—) Me 
t A Qe USS, Sb BA\ ~, b: ¥ BS ae 
\3 SZ SIN (% HN / Hl} SSSNGN KILOS, te & eo Se 
g, Fis) if yee S Wye SI] aM af Th a ON 2 SS a . 
r, - NY NE Ce a) No j coal a 
d, a YY, NS NSN NR ‘i © oy io se 
& Ly W\ BG Siz Y ad a ni 
1g N58 2 NU bale anys iR DS oe 
>, ZY et ANOS (a ei id <~ => © ci ees oN 
9) NRO ON i ros . Ries eae 
“ UY IN Mae hye Gates o SO oe 
to a LRU A: NT NREG APO) ; pace ts 
~ EAs 1, 3) FA VASA ENS ud» oA, } = a4 
2 eo \ | NW ON " <a ie 
a- \ nee ati Lamm YEN EWN NG Se 
es >, ° wwe a 
wie : ed gy Gn I c ee ee 
SS 4 il Zanes Asi Wi Ree 
e €o FN wa, ; Ee ere 
, ° ef Ye. s eo Os 
CRAIN Cae gen oe 
> ES ess, 
z = es 
d Q ~ ea one 
cs ai tee ; 
in ae 
its Pyle 
its s 
ny 
ice 
its 
on 
irs 
al eee 
iin sa cas ait 
or oe 
of ees 
in no Sl a 
in PO ae 
uc- eeeaners NS 
7 ae 
ald ; a 
de ree ea) i at 
he eee, 
ex- % ar ms 
a Se hee z 
at} Ce ee ne et 
= aes 
3d 
Tee 
‘ a 
car eee ae 
ter eae te 
rer, P 
im- Oe 
a i! ey Fes 
na Ss 
‘en- 
ich > 
be P| | 
uto : 
ine meer 
nie 
ket, - 
500 | 
1eW 
py, ; | 
y. a 
a ante 
mf 3 
awe : 
, Macs 
on ee 
yew is 
will oe 
933 ay a 
, it ea 
= ee 
eer 
go ar 
sing ‘ : 7 
uct, . 
kK. 
; 
s 4 
orn : . 
art- oe 
&z 
the 
er’s 
nta- 
has 
new 
ing 
and 
io ae ae me X' 
ey eee ee 
ee ee PM ee a ae Re 
ay cope Nk ei cn erent a ae Be en os pee neh Cah a ec ae TL gh es en eae” i, 0 m 
ea on) aaa Pie iret as a Re iad tc a oe Pics eet 43 Mee tes eee Ye aoe gate pire OUR Berge oi tet : $ 
a oO ae ee st oe cee ore ae i oe oe paola See es nn en Re > a So 
ae cP a ete NR ae Se cere ei be Ces ie ee pee er e Se ent ge ms x yeas oe eee 
antes Spats: eas. hee ee OTe. ae FINS ect eRe ei se eo eee ey ae ts oe St et ER ere Se Se Ree eae a 
a Bet A ace re ew on, oes ber ee iad i i, ra sod at rae ie oe age ee = a tae Et ieee De eee Bees SS ec eet ae a é ee, sea ls EST a oe Te rs i a ee Oke sae ora =e cae a P hee 
eaten TF Seren) ieee roa st Fy a Deas ee ena pod, Fe oat gee Seg Rs We sh aie wean ee ae — EN ge Tae pa a oan, SE el esc eee oe ar Papa eae RL Talia SRS, oat ‘= (mlaeeien ee : a eon 
Pail 1 Sater Vaan gies ‘pia ra i ee Be sco tlt Se oid Pere, é eee A ‘ae AG AY cis epee @ Ao eet ee ph ee eee ee oa es ee ee Cot eee Sera ee sie Peete 
wo WE GS A RR dt sr cM oe Ri serr a. Te Deh hee i IRE a Wear Bick ne s ins Seria ee Seeded Beare paen Oe Eee Pr walk ee et A ee a a Dee rae! Conia I yea a 6 tee Sate a eee : Sa aia) eke ees oe te peters. eres 
fe ee TOE fs i Me ad tate a SS ak kerenee, "> 2 ge eaten wy fee ee | feet cae te eae Dest e Lomt Sema ae cL Re a aes SEO aaa ee Patt any Save aera cain Ee eels ae Ron ee ee oe er eee xh 
4 ac eee NINES te TE ei ean ae es ony nna ere sr eee © a Dire sant Gs Bets je a a es eee RASC ee peers, wore es art ae on gee mi =a zf * epee : eg road 
2 Prt ee gt ee ee Co : Bs 4: ean eae RD aia a os 5, fas Ot | Se ee Bee aie mh et? es eee wed Os a aay eed 2 eee ia eed NS Si 
Be Meee fa x Nee BO) ae Shige eres DN ie cimecreiiey lees ot ear a a) eas cher Sie ec SO a Drag eS eae Sees Ne 
es ae an no A ipa ky Sey is ai a Sha 3s Fe. we a Be” cea J es vate Sd aaag ‘Je ora ae fo tee ek aaa ee 
RC As ee.) eee Ae a eens 
Ree a ee ee Oe AS, ee aap he ate mie saan at ads pane vee4 ae 
= Reg a he ee ari 


14 


PPE ihe, age Ge 


ADVERTISING AGE 


December 24, 1932 


Chappel Enters 
New Field with 
Bird - E - Ration 


Rockford, Ill., Dec. 22.—‘Vacuum 
packed,” the process which has been 
made famous by one of the giants of 
the food field, will be capitalized by 
Chappel Bros. in the advertising of 
Bird-E-Ration, a twin to their noted 
Ken-L-Ration. 

J. Horace Lytle Company, Dayton, 
O., will place publication copy for 
new as well as old product, while The 
Salesmakers, Chicago, are handling 
point-of-sale advertising. 

The latter provided an opening 
wedge for Bird-E-Ration in a special 
Christmas box for Ken-L-Ration 
which proved surprisingly successful 
in arousing the enthusiasm of dog 
owners. On the theory that a family 
which possesses one pet is likely to 
have several, a coupon offering a 
free sample of Bird-E-Ration was en- 
closed in the Christmas package, 
yielding a large number of returns. 

The market for the bird food is 
probably larger than that for the dog 
ration. Some fanciers have whole 
flocks of pigeons, while it is not at 
all unusual for a family to have a 
pair of birds. 

A kindred line which is also being 
introduced is Bird-E-Gravel. It is 
ironized and iodized. Other virtues 
of Bird-E-Ration which will be 
stressed are its content of “Earlyne,” 
a scientific compound which balances 
the diet; air brushing to remove 
dust; and an easy-opening package. 


Publishes Semi-Monthly 


Effective the first of the year, 
Kansas Farmer, Mail and Breeze 
will be issued semi-monthly instead 
of bi-weekly. 


Starts Frisco Agency 


.Ross Advertising Agency has been 
organized with offices in the Chron- 
icle Bldg., San Francisco. 


CLIQUOT CLUB 
AIDS CHARITIES 


Providence, R. I., Dee. 22.,—Con- 
tributing its share to unemployment 


relief, the Cliquot Club Company, 
Millis, Mass., used full-page space in 
the Dec. 19 issue of Time to an- 


nounce a plan whereby any accred- 
ited organization in the United 
States, engaged in the relief of the 
unemployed, will receive from the 
firm one cent each for every cap from 
a Cliquot Club bottle that is col- 
lected and returned to the firm. 

The plan is effective at once and 
will remain so until April 1, 1933. 
To be eligible for this money, each 
organization must make application 
to the Cliquot Club Company, fol- 
lowing which recognition of the 
group will be given by the Cliquot 
firm after investigation. 

The plan has been launched na- 
tionally after experimentation in 
several New England cities where it 
proved successful. The plan is now 
in operation in Providence, Paw- 


tucket, Hartford, Springfield, Fall 
River, New Bedford, Norwood and 
Newton. 


Also Use Radio 


Besides space in Time, the plan 
will be announced over the firm’s 
radio broadcast program. 

Wholesalers and retailers are be- 
ing urged by the Cliquot firm to co- 
operate fully with their local relief 
organizations to make the plan as 
effective as possible. The account 
is being handled by Danielson & Son, 
Providence agency. 


Salinger in New Post 


L. P. Salinger, formerly with Dade 
B. Epstein Agency, Chicago, has been 
named Chicago representative of 
Century Advertising Service, Stand- 
ard Publishing Corporation, and Vin- 
cent Edwards & Co., New York. 


20.44 Increase in 


Qdvertis 


ing Revenue 


I932 over 1931 


The Fawcett Women’s Group has made this impressive gain in a year when 
16 leading women’s magazines lost an average of 26.45% in advertising 


lineage. 


It reaches the real “buying” prospects—the younger women who buy what 


they want, depression or no depression. 


And this group gives you 


ONE MILLION CIRCULATION at $1.70 per page per thousand. 
eyo 4 a2 jo. th 


FAWCETT PUBLICATIONS, Inc. 


JE 


Chicago 
New York 


Use Fawcett Women’s Group for new business in 1933. 


Get 
General Offices: 529 S. 7th 
St., Minneapolis, Minn. 


Los Angeles 
San Francisco 
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Asma Sales 
Conference of 


Weekly is Held 


New Yerk, Dec. 19.—The fifth an- 
nual meeting of the entire sales or- 
ganization of The American Weekly 
was held here last week with repre- 
sentatives from the magazine’s of- 
fices throughout the country in at- 
tendance. 

Mortimer Berkowitz, general man- 
ager, presided at all sessions, and 
was assisted by vice-presidents M. C. 
Meigs, Chicago; E. M. Swasey, Los 
Angeles; and Ralph K. Strassman, 
New York, as well as by a number of 
territorial managers. 

Many prominent publishing and ad- 
vertising men spoke, including Mor- 
rill Goddard, editor, The American 
Weekly; Arthur Brisbane; Dr. Julius 
Klein, assistant secretary, Depart- 
ment of Commerce; William L. Day, 
vice-president, J. Walter Thompson 
Company; Lee H. Bristol, vice-presi- 
dent, Bristol-Myers Company; Charles 
B. Dulcan, general manager, Hecht 
Bros., Washington, D. C.; L. D. H. 
Weld, director of research, McCann- 
Erickson, Inc.; and O. B. Winters and 
H. F. Douglas, Erwin, Wasey & Co. 


Erwin, Wasey & Co. 


Adds Foreign Accounts 


The London office of Erwin, Wasey 
& Co. has been appointed to direct 
advertising in England of the Rem- 
ington Typewriter Company and 
Grape Nuts, Ltd., Post Toasties, 
Grape Nuts, Postum, Minute Tapioca, 
and other products. 

W. Hellesen & Co., Danish repre- 
sentatives for Johnson's Floor Wax, 
has appointed the Copenhagen office. 
The Oslo office of the agency has 
been retained to handle Norwegian 
advertising of the National Carbon 
Company. 


Ahrens Becomes “Rep” 


Richard J. Ahrens, who has re- 
signed, effective Jan. 1, as a member 
of the Chicago advertising staff of 
F. W. Dodge Corporation, New York, 
has announced that he will operate 
as a business publishers’ representa- 
tive in the Chicago territory after 
that date. 


Davis Has New Post 


Reginald W. Davis, formerly ad- 
vertising manager of Hotel World- 
Review, has been appointed eastern 
manager of Container Advertising, 
Inc., Chicago, new point of purchase 
advertising medium. 


Winchester to Cave 


Edward Cave Company, New York, 
has been appointed by the Winches- 
ter Repeating Arms Company, New 
Haven, Conn. 


Announcement 


As a service to unem- 
ployed in the advertising 
field, the classified columns 
of ADVERTISING AGE will be 
thrown open to unemployed 
advertising men and women 
without charge, until further 
notice, under the following 
conditions: 

The user must previously 
have been employed in the 
advertising department of a 
national advertiser, an 
agency, or a publication, and 
must be out of work at the 
time the advertisement is 
submitted. 

Advertisements must be 
limited to 30 words; and 
will be inserted only once 
for any individual. 

ADVERTISING AGE reserves 
the right to edit or reject 
any copy. 

Box numbers may be used 
if desired. ’ 

Submit copy to 


ADVERTISING AGE 
537 S. Dearborn St. 
Chicago 


| Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


POSITIONS WANTED 


Four years general and sadnateial 


agency work. Two years McGraw- 
Hill western district sales staff. 
Know marketing, merchandising, 


production and sales and can pro- 
duce either with agency or publisher. 
Box 161, ADVERTISING AGE, Chicago. 


Secretary-assistant to advertising 
or other executive. Agency-trained 
man, 29, experienced copy and con- 
tact work; familiar all phases agency 
activities. Capable secretary. New 
York preferred. Box 157, ApvVERTIS- 
ING AGE, Chicago. 


Wanted: Any advertising job. 20 
years’ experience: automobile adver- 
tising manager; plan, copy, contact, 
account executive two large agencies, 
wide range of accounts. Splendid 
direct mail record. Box 156, Apver- 
TISING AGE, Chicago. 


Advertising salesman—Seven years’ 
successful selling experience. Three 
years’ general small town publica- 
tions, four years’ diversified trade 
publications. Willing to prove ability 
with responsible publisher on rea- 
sonable basis. Box 158, ADVERTISING 
AGE, Chicago. 


Young man, 25, university gradu- 
ate, formerly advertising and export 
manager of manufacturing company 
and partner in agency, seeks connec- 
tion in agency or manufacturer's ad- 
vertising department. Good copy 
man. Excellent references. Single. 
Box 159, ADVERTISING AGE, Chicago. 


Publicity and house magazine 
man; 2% years’ corporation and 8 
months’ publicity agency experience; 
also journalism teaching experience; 
University graduate; age 28; prefer 
Middle West. Box 160, ADVERTISING 
AGE, Chicago. 


Secretary, three years advertising 
agency, one year newspaper repre- 
sentative, one and one-half years 
manufacturer; writes copy; Gentile, 
age 28. References. Box 164, ADVER- 
TISING AGE, Chicago. 


Advertising copywriter, publicity 
man, 12 years with one Chicago 
agency handling widely varied ac- 
counts. Edited magazine, trade jour- 
nals, house organs. Broad publicity 
experience. Married. Reasonable 
salary. Full details in interview. 
Box 166, ADVERTISING AGE, Chicago. 


COMPETENT ADVERTISING- 
SALES MANAGER, who has also 
headed successful agency, needs con- 
nection. Splendid record. Highest 
endorsements by nation’s leading 
executives. Must have job. Salary 
open. “Arby Esse,” ADVERTISING 
AGE, Chicago. 


. WHO WANTS THIS CHUNK OF 
NEW BUSINESS? 


In exchange for a reasonable per- 
centage, the business development 
ability of an able merchandising 
executive is available to agency, pub- 
lisher or manufacturer. For details, 
address Box 165, ADVERTISING AGE, 
Chicago. 


Have publishing, advertising, make- 
up experience, combined with gen- 
eral all-around knowledge; also com- 
petent as private secretary. Excel- 
lent references. Want to make de- 
sirable connection. What have you? 
Box 162, ApveRTISING AGE, Chicago. 


Market research—jobs or position 
—analysis of sales records—attitudes 
of your market—complete market 
survey or answer to some specific 
question based on field facts—experi- 
enced national research organiza- 
tions. Box 163, ADVERTISING AGE, 
Chicago. 


LAYOUT ARTIST — IDEAS—ten 
years complete layout experience. 
Past four years same agency; fast; 


eapable handling of roughs, compre- 
hensive, finished art. Gladly furnish 
references, samples. Kenneth White, 


7148 Parnell, Chicago. 
~ Former National Solicitor and 
Classified Executive; New York 


newspaper experience both fields — 
best Southern and New York con- 
tacts. Will leave New York. Mar- 
ried; age 37. Box 168, ADVERTISING 
AGE, Chicago. 


Man, 26, well-educated, with small 
agency experience and newspaper 
background, desires copywriting, re- 
search or account executive position 
with agency anywhere. Character, 
ability and industry references sup- 
plied. Correspondence invited. Box 
167, ADVERTISING AGE, Chicago. 


Position Wanted: By experienced 
advertising manager and copy writer 
in the industrial field. Capable of 
handling large or small assignments 
on full time or part time basis. Fa- 
miliar with all problems of layout 
and copy, planning campaigns, direct 
mail, catalog preparation, etc. Box 
170, ADVERTISING AGE, Chicago. 


Sales and Merchandise Executive 
—College graduate, 32, ten years’ ex- 
perience newspaper salesman, mer- 
chandising executive. More recently 
advertising manager national food 
trade journal; thoroughly familiar 
with chain store operations and exec- 
utives, food manufacturers and agen- 
cies. Can qualify for sales execu- 
tive position with food manufacturer 
or publication. Box 169, ADVERTISING 
AcE, Chicago. 


“Times” Food Page 
to Be Advertising 


Advertisements devoted to cook- 
ery, foods and home economics will 
be grouped on a special page of the 
New York Times Jan. 12, and weekly 
thereafter. 

Reports that the page would con- 
tain editorial material were in error. 


ou seldom find 
two typographers 


the same mechan- 


Typography is an art 
and the size of the 
Pittsford clientele 
gives ample proof of 
the soundness of our 
attistic sense . . . Let 
Pittsford typography 
help tell your story. 


¥ 


BEN C. PITTSFORD CO. 


A dvertising 
Typographers 


605 South Clark Street - Chicago 
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Prohibits Handbills 


Distribution of handbills, show 


PHILADELPHIA 


NOVEMBER NEWSPAPER LINEAGE IN 30 CITIES 


Feminine Talent on 
Carnation Program 


City : National Local Classified Totals : 
- oe oe ae 1932 1,798,109 6,042,448 —«1,387,005 10,068,603 | Carhation Company will celebrate 
adv) = Gentes fines tm the town of ee ~- 1931 2,539,692 8,170,350 1,732,553 13,290,082 |its first anniversary as a radio ad- 
in on lg 2 Saudinesods ter a ciate Diff —741,583 2,127,902 —345,548 —3,221,479 | vertiser Jan. 2 with an augmented 
eee eae oe vo 1932 857,355 2,867,238 773,457 3,988,050 | program which will include feminine 
ordinance. Cleese scissor 1931 1,298,730 3,260,751 668,340 5,227,821 | talent, never before used by the com- 
LINEAGE LEAD Diff _—441,375 —903,513 _ +105,117 —1,239,771 | pany, 
: 1932 754,810 3,432,285 $86,896 5,371,894 The account is placed by the Chi- 
Starts Tabloid Philadelphia .......... 1931 987,085 3,464,865 1,008,912 5,709,015 | cage office of Erwin, Wasey & Co. 
The Plain Speaker, weekly tabloid, Diff —232,275 —32,580 —122,016 —337,121 
will begin publication in South Nor- D 1933 oweee a eenveoe pry ot got B. dt M. A 
. WHE Sosa taceseaes ean 9: 7 2,00: ; 443,41 
walk, Conn., Jan. 6. William 0. Me-| New York, Dec. 22—For the sec: | °t*™"* 1931 701,400 2,003,400 641,676 3,443,412 adt Manages Agency 
Lean is publisher. ond month in succession Philadelphia 1933 787,793 317,334 346911 3163.038 Sif Badt has ‘ Goan sapeienns 
represented the brightest business | Cleveland ............. 1931 634,108 1,874,935 521,079 3,080,122 Siieeaiy, “Doles ag ag Row B aenstan 
— spot of any large city in the country, Diff —146,315 —557,601 —174,168 —878,084 pr eng ee . Badt 
wee 1 linea 1932 470,190 1,621,355 516,380 2,607,925 | , > ° 
if comparisons between local lineage i ffi f the Dallas Ad i 
THE DES MOINES thi rye . to be ac- | St: Louis ....+-++- 20s. 1931 700,740 2,090,460 556,020 3,347,220 | 18 an officer of the Dallas Advertis- 
A “ pr an Poe year are to be 6 Diff —230,550 —469,105 —39,640 —739,295 = ear mr -" ee sreariy ~ =» 
COENSS 8 6 Ce 1932 771,695 2,253,041 500,221 3,717,060 | 2avertising departments of Datlas 
REGISTER and TRIBUNE According to the tabulation of New| Boston ................ 1931 930,601 + 2,930,312 711,986 4,829,277 | News, Journal, and Dispatch. 
York Evening Post, local lineage of Diff —158,906 .—677,271 —211,765 —1,112,217 ne 
1 Dail 208,243 Sunda 
amas d A.B.C y Philadelphia dailies in November 1932 602,337 1,951,624 524,567 3,078,528 New A N P A Bulletin 
rE equaled 99 per cent of the lineage | Be!timore ............. 1931 763,128 2,235,578 668,142 3,666,848 “ o BVe Bo fe 
c Diff —160,791 —283,954 —143,575 —588,320 ureau of Advertising of Ameri- 
* an ee, Cones ate ase a Panga 25 has oot geal hiladel- 1932 659,596 1,784,146 755,650 3,199,392 |can Newspaper Publishers Associa- 
emcee geste 97 Pye T food phia also led in October, with a score | Los Angeles ........... 1931 1,001,966 2,772,742 1,073,814 4,848,522 |tion, New York, has issued a new 
ph pom oe of of 98.5 per cent. Diff —342,370 —988,596 —318,164 —1,649,130 | bulletin on “The Flexible Budget— 
p hy cng A 1932 391,020 1,175,813 254,582 1,989,528 |a 1933 Advertising Need.” 
an sl Glee a ee Is Far in Lead Buffalo ........... 0. 1931 471,894 1,442,062 318,757 2,403,852 
: = Although closely pressed for honors | _” Diff —80,874 — —266,249 —64,175 414,324 
vide appetite can be reached ; 
through the state wide circu-| 10 October, the eastern city is off DY | 5.4 Pranciaco mt en! Seen = sass Sheet | “ene | eee 
lation of The Register and| itself in the November tabulation, its uplands ei: Diff  —308,086  —554,075  —203,827 —1,065,988 The General Electric Sunday Cir- 
Tribune. Use this newspaper | closest competitors being Richmond, i932 764,752 1,005,561 363-034 1,723,317 | Cle Concerts, popular last year, will 
to set lowa’s tables with your | Va., with 94.2 per cent of last year’s | Milwaukee ............ 1931 584,808 1,381,983 331,733 2,248,524 | return to the air over a nationwide 
food products. local lineage, and Cincinnati, with Diff —120,056 ‘—326,422 —79,699 —526,177 | NBC hookup Christmas evening with 
88.1 per cent. 1932 596,864 2,871,466 663,541 3,631,871 | 4 Series of broadcasts featuring stars 
Th for the 115 _| Washington ........... 1931 780,622 2,953,414 716,985 4,451,021 | of the Metropolitan Opera Company. 
= © average tor te newspe Diff —183,758 —581,948 —53,444 —819,150 
CHow to Select and Register a tah = anes on Pans « jeer eed 1932 386,624 1,500,394 322,980 2,209,998 
on was 78.4 pe »| Cincinnati! ............ 1931 465,626 1,703,828 455,280 2,624,734 
TR A D E MAR y 1931, lineage. Diff  —79,002 203,434 —132,300 —414,736 |] LINKING QUALITY and PROGRESS 
Only three papers showed an in- Gu ores oe on tye perpen SP aawats It fe qney. to orien this and that. It is 
SOW COPEGRR occcccccce > cs i 2 . $ easy to justify such action. ; = 
also HOW TO OBTAIN a dividual gain for the month. They Diff —166,578 ‘—409,295  +77,347 —438,545 BUT ARCHITECTURE is forgin 
were: Philadelphia Evening Ledger; 3 ahead. Its latest addition is the su 
COPY- | Baltimore Post, and New Orleans er <saase || Cee areets  peia’sie || Ze™, “‘Seribmertone” process of printing. 
PAT & NT OR ’ Minneapolis ........... 1931 558,464 1,642,174 376,910 3,618,818 |) Have you seen the December issue? It lo 
RIGHT | Tribune. Diff__—115,856_.—456,693_ —62,862_ —641,697 ||- not boasting—it is fact—to say that no 
° . a-- 1932 359,013. 927,120 372,054 1,742,050 ner periodical production has ever been 
ds Explained in my ‘ WOM ocak ss cbciceune 1931 459,226 1,138,109 649,671 2,278,257 || Tupiss chun el qualita is hotifed ty 
FREE BOOK Binder Heads Diff _—100,213 210,989 _ —177,617 _ —586,207 |] its long experience in knowing how te 
Write to.. My 1932 377,610 1,184,904 374,019 1,936,533 ne. eo gromenes and srepane..7ow 
ye Zo ive N B Indianapolis ........... 1931 468,780 1,503,774 438,630 2,411,184 roduction to their consideration. 
Clarence A.0'Brien ace ew ergen Diff —91,170 .—818,870  —64,611 —474,651 ARCHITECTURE 
e" 4 1932 245,838 816,287 246,588 1,375,082 The Leading Professional Journal 
SBA ADAMS BLDG. WASHINGTON, DC. Count Club Denver’ ..issesetsAeis’ 1931 276,981 1,006,975 357,907 ‘1,779,111 Published by Chorles Series 
— y Diff —31,143 :—190,688 |= —111,319 — —404,029 |] sor er ave on Youn Cort 
ene 1932 317,439 1,261,607 274,572 1,853,618 
Providence ............ 1931 407,876 1,441,933 338,872 2,188,681 
Thi I B d N Hackensack, N. J., Dec. 20.—Rus- Diff #—90,437 .—180,326 —64,300 —335,063 
Is iS Dran CW |\sell L. Binder, business manager, 1932 308,684 1,263,477 280,477 1,852,638 
The Bergen Evening Record, was elected | Columbus ............. 1931 357,638 1,578,270 378,673 2,314,370 : 
ident of Advertising Club of aan sme aa oe RICHARD J. AHRENS 
STANDARD ADVERTISING || 2*°* ~1932 272,486 1,192,331 232,295 1,698,106 4 
REGISTER Bergen County at the formal organ-|) jvisville ............. 1931 396,893 1,546,255 279,164 2,223,613 > * 
il meg Meg Seiten pease eae | icone sah ths 
. 1 ; 1,059, 500 1,717,730 
PRODUCT GROUPING Other officers who have been|St. Paul ........... f...1981 577,500 1,358,966 276,136 2,212,602 eral and long-term com 
or serving temporarily and who were Diff _ — 124,376 ___ —299,362 71,134 494,872 mission contracts with two 
GEOGRAPHICALLY elected at the meeting are: Charles | 4. siana 1931 «319542972140 «ade © 1738,165 or three worthy publica- 
° Napier, Englewood Press, vice-presi- late te es e** Diff —45.109 —268.597 —112'306 — 426,012 . . . 
You Can Have Your Choice dent; Walter Sheldrick, Ridgewood we =e ee ees tions in territory cover- 
° ° , ’ , ’ 2 , +4 
This highly regarded aid to advertising || Press, secretary; Peter G. Metz, J. P.| Omaha ..............+- 1931 299,458 1,174,540 280,413 1,831,978 able from Chicago. 
solicitation is at your Service. Muller Agency, treasurer; John H. Diff —89,853  —-222,229 —45,863 —380,850 
Bolan Il governor for three years; 1932 239,274 897,204 100,534 1,237,012 526 Sheridan Road Ev. to: ti 
CONSULT OUR NEAREST ss ‘ny | Birmingham 1931 326,172 1,101,156 156,436 1,583,764 eaeen, Se 
OFFICE Thomas Prime, Bergen Bvening) Diff  —86,898 203,952  —55,902 — 346,752 
National Register Publishing Co. || %°C°"¢, Sovernor for one year. 1932 315,941 905,403 317,838 1,468,973 
EASTERN OFFICES Speakers at the meeting included | Richmond ............. 1931 222,174 961,195 265,466 1,557,379 
853 Besabuer, Mae Yok Leonard Dreyfuss, publisher, Futura |. Diff —6,233 —55,792 —47,628 —88,407 
7 Water St., Boston Publications; Jacob W. Binder, sec- 1932 284,522 1,213,296 240,044 1,737,862 
westenn Ovricgs |]elary, Bergen ‘County Chamber af | Payton o-oo ua aes Sigua Saha Sale 
140 So. Dearborn St., Chicago Commerce, and J. Douglas Gessford, isis TET ; TRY sa ; aaa 
235 Montgomery St.._San Francisco }| secretary, Newark Advertising Club. | touston ............++: 1931 402,808 1,601,166 548,436 2,552,410 
Diff —145,586 —506,912 —197,260 —849,758 
1932 286,475 558,002 181,160 1,026,637 
Des Moines ........... 1931 413,899 786,876 227,164 1,427,939 
— Diff —127,424  —228,874  —46,004 —402,302 | he la rgest 
1932 14,335,662 46,686,624 12,756,563 76,821,839 " 
Dekel, <ic2cGacsas en 1931 19,163,686 59,564,022 15,902,208 96,801,475 | il e 
Diff —4,828,024 —12,877,298 —3,145,645 —20,979,636 | p oto engrav- 
—New York Evening Post. | ing orga nization 
: || inchicago...... 
New Jersey Chain A. T. & T. Officials | + f 
a Grocers Stock Drugs Send Unique Greetings |§j) Makers O 
> Each of the 500 units in the volun-; A. J. Leonard, A. N. Semple and | fine printing 
tary grocery chain supplied through | Wesley H. Webb, of the Chicago office 
W 66 Y S Ma’am” Greenspan Brothers, Perth Amboy,|of American Telephone & Telegraph | | t ; bl F 
S say e N. J., wholesale grocers, is stocking |Company, used a classified telephone | p d eS in aC 
a long list of non-medical drug items. | directory page to express Christmas | || | 
t our Cooks Independent grocers in the area | greetings to friends. | Or Coiors...... 
O are reporting taking up the idea also.| Classifications on the page in- 
—— cluded. Carols, Champaign, Christ- 
Women cooks prepare the food for the Opens Feminine Agency |™*: Merry, and Claus, Santa. 
Hotel Lexington restaurants. That’s why " ony A ng ag 3 Mes 7 JoinC.C.A NGRAVING COMPA 
ais sal ‘whelesoume, And reen Room at 726 Mar S 8t. ~-C. A. PAN 
it’s so delicious and wholeson Louis, as the first local all-feminine| Machine Design and Rand McNally 817 W.WASHINGTON BLVD. 
Lexington restaurant prices, like its room advertising agency. She formerly| Bankers Monthly have joined Con- PHONE MONROE 7080 
rates, are sensible—35c for breakfast, operated an agency under the same | trolled Circulation Audit, Inc. 
E m name. 
65c for luncheon and $1.00 for dinner in pi rea ae 
the main dining room. Starts Catholic Paper DIRECT TO 
$3 a day and up for Lexington rooms— Catholic Action of the South, offi- : 
$4 and up for two persons. cial organ of the diocese of New THE HOME 
Orleans, made its appearance Dec. Don't indi ita 
17. Joseph J. Quinn, formerly with FOR 193 Don't expect indirect advertising. efforts to do the whole 
, * 
Baltimore San, is managing editor é' job in the Chicago Market. Put your sales literature or 
Hi OTEL EXIN GTON finnaestitiles : samples of your product directly into homes throughout the Chicago area. 
Show N Color Pr. is pee back of this oxuntinniion the distributing experience and knowl- 
5 ew ‘ocess edge of this important market which are your best guarantees of getting en- 
In Grand Central Zone, Lexington Ave. at 48th St. : 1 inti thusiastic dealer cooperation.and real sales results. Write for our book "The 
A new German color printing proc- Market, Chi -* 
NEW YORK CITY ess, known as Staliocrome, was arner, Snuage. an rasa — 
CHARLES E. ROCHESTER, General Manager shown to salesmen of Brown & Bige- 
— low, St. Paul, remembrance advertis- ADVE RTISI NG CARRIERS 


ing, at a two-day conference at the 
Bismarck Hotel, Chicago, this week. 
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PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


“EVEN A QUEEN CAN HAVE NO FINER" 


The theme of the current advertising for Hoover vacuum cleaners is 

well exemplified by this photograph, one of a series used in the 

campaign. Wolff & Cooley Studios, Chicago, made the photograph 
for Erwin, Wasey & Co., Hoover agency. 


NEW HOME AIR CONDITIONING INDICATOR 
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Taylor Instrument Companies have recognized the current interest in 
air conditioning and humidification of homes by producing a simple 
and reliable Humidiguide, which can be read as easily as a clock. On 
an exceptionally legible dial a black pointer indicates the percentage 
of humidity in the air, and is so arranged that as long as the humidity 
is normal or healthful, the hand is in a vertical position. The instru- 
ment is extremely sensitive and responds immediately to changed 
conditions. It is enclosed in a simple black bakelite case with a 
chrome mounting and carries a thermometer as well on the face. It 
has been designed by Walter Dorwin Teague, together with a pack- 
age in the Taylor family style established by Mr. Teague. 
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~ LOCAL STORES TIE UP WITH KROGER COOKING SCHOOL 


Interior of typical Kroger store while the cooking school is in session in its town. Clerks wear special 
caps and banners advertise the sessions. The Kelvinator at the right is the grand prize awarded at the 
close of the last session. (Story on page 3.) 


AT THE SERVICE OF VISITORS TO THE WORLD'S FAIR 


Walgreen Company, Chicago drug chain will erect this building to 
house “the world's most beautiful drug store" at A Century af 
Progress, Chicago's 1933 world's fair. 


REVAMPS PACKAGE 
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HELPING TO GLORIFY AMERICAN GIRLS 
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This new ten-cent bottle of Re 
Umberto olive oil, shown beside 
one of the packer's familiar cans, 
has been instrumental in holding 
up sales in a declining market. 


PRESENTED TO CLUB 


Frances Ingram and her secretary, Marian, in the attractive Ingram 
Studios in the New York offices of Bristo!-Myers, Inc. Their Popul 


beauty talks which constitute the Milkweed Cream program, “Thr 

the Looking Glass With Frances Ingram," are broadcast by W: 

Broadcasting System over 1|7 selected stations. For 1933, 16 moft 
will be added. 


(Left) This oil painting of Henry T. Ewald, president of Campbel 

Ewald Company, and founder and past president of Adcraft 

of Detroit, is now hanging in the club's executive offices. It wa 

presented to the organization by the “old timers" at a r 
anniversary celebration. Ray Marty, Detroit, is the artist. 
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